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Diet Pill Ads 
Hard to Thwart, 
House Unit Told 


WaAsHINGTON, Aug. 8—A Post Of- 
fice official told a House subcom- 
mittee today that the public has 
“amazing confidence” in mail order 
advertising and that this compli- 
cates the problem of stopping fraud 
by distributors of weight-reducing 
preparations. 

Abe McGregor Goff, Post Office 
Department general counsel, said 
the department is cracking down 
on “quacks” and “miracle makers” 
wherever possible. 

Another witness at hearings be- 
fore a House government opera- 
tions subcommittee, Maye A. Russ 
of the National Better Business Bu- 
reau, complained of “flamboyantly 
advertised” weight reducing prepa- 
rations. 

She pointed out that copy claims 
of reducing products imply the 
user can lose weight easily and 
rapidly while continuing to eat 
normally. She said none of the 
products will cause a weight reduc- 
tion, without dieting. 


s Commissioner George Larrick of 
the Food & Drug Administration 
testified that dangerous types of 
weight reducing pills had “all but 


(Continued on Page 76) 


Consumers’ Saving 
Is No. 1 Economic 
Problem: Slichter 


New York, Aug. 8—Sumner 
Slichter, one of the nation’s leading 
economists, said today that con- 
sumers are saving instead of spend- 
ing their money, and this—‘“not in- 
flation”-—is the country’s “No. 1 
economic problem.” 

In a letter to the New York 
Times, the Harvard University 
economics professor pointed out 
that figures for the first half of 
1957 “show that the weak spot in 
the economy is now consumption, 
especially consumption of durable 
consumer goods, and that this 
weakness exists in spite of a fairly 
good increase in personal incomes.” 


® Noting that industrial production 
has declined from 1956 levels and 
that inventories rose by $1.5 bil- 
lion a year in the second quarter 
of 1957, Professor Slichter said: 
“The crux of the difficulty has 
been the reluctance of consumers 
to spend their growing incomes. 
Personal incomes after taxes rose 
by $4.2 billion a year between the 
first and second quarters. But per- 
sonal consumption expenditures in- 
creased by only $1.1 billion a year 


and buying of durable consumer | 


goods actually dropped by $900,- 
000,000 a year. 


“The small rise in consumer ex- 
penditures was not enough to off- 


(Continued on Page 76) 


Hit Parade Account Group Shakeup at BBDO 
Precedes Launching of New Ad Promotion 


New York, Aug. 8—American ; 


Tobacco Co. will start national dis- 


tribution of its Hit Parade filter | 


cigarets in a new crush-proof box 
Aug. 19. Hit Parade also made 
news with a big shakeup of the 
brand’s account group at BBDO 
this week. 

The new heavy advertising cam- 
paign will break Aug. 26. News- 
papers will be used in all major 
markets, plus weekly and monthly 
magazines, and radio and televi- 
sion spots in most major cities. 
Additional advertising in selected 
markets will include outdoor post- 
ers, spectacular signs (including 
traveling spectaculars on sides of 
buses) and extensive point of sale 


Six Magazines 
Increase Rates 


New York, Aug. 8—American 
Home, Architectural Forum, Life, 
The Fisherman, True and Vogue 
have announced rate increases ef- 
fective this fall or early next year. 

American Home, effective with 
its January issue, raises its rates 
10.3% with a b&w page going 
from $10,640 to $11,740 and four- 
color from $14,600 to $16,100. The 
rate base will advance 3.2% to 
3,200,000. 

Forum also will boost its rates 
with the January issue. A b&w 
page will be up 24%, from $960 to 
$1,195. Average net paid circula- 
tion moves from 50,000 to a 58,000- 
62,000 range. The premium for 

(Continued on Page 76) 


material. Neither the company nor 
the agency offered further details. 


® However, it was confirmed to- 
day that Hit Parade cigarets will 
take over sponsorship of “Your Hit 
Parade” television program, which 
will resume on the NBC network 
in color Sept. 7. The brand also 
will sponsor “Bachelor Father,” a 
new tv show starring John For- 
sythe, which will alternate every 
other week with the “Jack Benny 
Show” on Sunday night on the 
CBS network, beginning Sept. 15. 

Announcement of its new ad- 
vertising program followed close 
on the heels of a big shakeup early 
this week of the entire account 
group handling the Hit Parade 
brand at Batten, Barton, Durstine 
& Osborn. 


® The company refused to give 
any explanation for the agency 
shakeup. At BBDO it was ex- 
plained that the changes were 
made to coincide with the new ad- 
vertising push. 

Len Carey is new management 
supervisor on the account. Elliott 
Plowe takes over as senior account 
executive. Ken Hurd has been 
made account executive, market- 
ing; A. Cuddleback, broadcast me- 
dia account executive, and F. Ab- 
bott, account executive, research. 
All have been BBDO staffers for 
years, it was said, and no one from 
outside the agency is involved in 
the shifts. 


= It will be recalled that BBDO 

was forced to drop the Reader’s 

Digest account recently following 
(Continued on Page 76) 
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RADIANT CriSP—Reformulated 
Wheaties that are “crispier, more 
golden” will be introduced with 
this ad Sept. 20 in Sunday supple- 
ments. (Story on Page 6.) 


FTC Says Reynolds 
Discriminated in 
Match Allowances 


WASHINGTON, Aug. 9—Another 
Robinson-Patman Act case against 
a major tobacco company will be 
| brought by the Federal Trade 
Commission Monday when R. J. 
Reynolds Tobacco Co. is charged 
with granting discriminatory pro- 
motional allowances. 

The complaint is based on Rey- 
nelds’ distribution of book matches. 
Certain vending machine operat- 
ors are alleged to have been paid 
$900,000 in 1956 for passing out 
matches, while competitors got 
nothing from Reynolds. 


® The complaint also charges that 
Reynolds paid American News Co. 
more than $5,000 for advertising 
its products on match books and 
for placing counter displays in re- 
tail outlets. In 1956 American 
News got more than $10,000 for 
selling Reynolds’ brands in vend- 
ing machines. The complaint al- 


leges competitors were denied the 
same allowances. 


Reynolds has 30 days in which 


will be held 
Oct. 10. # 


in Winston-Salem 


WASHINGTON, Aug. 8—The new 


man in the Defense Department’s 
|hot spot is a strapping (6'4”) ex- 
ecutive who cut his teeth in busi- 


ness by running a top-notch adver- 


itising department and progressed 


to being president of what has 


jbeen called America’s best-man- 


-|\Canada Government 


Ad Account Moves to 


‘Conservative’ Shops 


Ortrawa, Aug. 9—The new Pro- 
gressive-Conservative government 
of Canada has moved the esti- 
mated $1,200,000 advertising ac- 
count of the Canadian Government 
Travel Bureau out of Cockfield, 
Brown & Co., Montreal, and split 
it up by media among three other 
agencies. 

Locke, Johnson & Co., Toronto, 


will handle the general magazine | 


advertising, billing about $600,- 
000; Harold F. Stanfield Ltd., 
Montreal, gets the newspaper ad- 
vertising, billing about $300,000, 
and F. H. Hayhurst Co., Toronto, 
will handle the special Atlantic 
provinces advertising campaign 
initiated this year and expected to 
bill about $300,000. 

All of the advertising is done 
in U. S. media. 


s A single account executive for 
all three agencies has been named 
to manage the entire travel bu- 
reau campaign. He is Dalton K. 
Camp, Toronto pr executive, who 
was a major campaign strategist 
for the Progressive-Conservative 
Party, which won the June 10 
national election. 

In announcing the agency shuf- 
fle, Resources Minister Douglas 
Harkness indicated that the gov- 
ernment is moving its advertising 
accounts out of pro-liberal agen- 
cies and into pro-conservative 


|agencies. Advertising accounts of 
to file an answer, and a hearing | other 


government departments, 
amounting to many millions of 
dollars, are to follow suit shortly. 


(AA, Aug. 5). 


Weinstein, here. 


Thomas J. Maloney Now a 


Last Minute News Flashes 


Six Agencies Vie for American Export Lines 

New York, Aug. 9—American Export Lines has asked six agencies, 
ranging in size from below $10,000,000 up to one that is billing more 
than $80,000,000, to make presentations on how they would handle 
its account. Edmund Roberts, advertising manager, says the final 
decision will not be made until after Labor Day. The account, which 
bills about $500,000, was resigned last week by Cunningham & Walsh 


McCann-Erickson Gets S.S.S. Tonics 


ATLANTA, Aug. 9—McCann-Erickson’s local office, effective Oct. 7, 
will handle advertising for the S.S.S. Co., manufacturer of S.S.S. tonic 
and tablets, Neurabalm and Mother’s Friend. The account, which bills 
$1,000,000 annually, has been handled by Day, Harris, Hargrett & 


Top VP of Kelly, Nason 


New York, Aug. 9—Thomas J. Maloney, publisher of U. S. Camera 


and Camera 35, ex-president of now defunct Cecil & Presbrey, and 


until last fall head of the New York office of Grant Advertising, is 
holding down a top vp post at Kelly, Nason Inc., AA learned today. 
Mr. Maloney has been at the agency—which specializes in travel ac- 
counts—since March and has moved all his business there. One of 
these accounts is the Thiokol Chemical Corp. 


(Additional News Flashes on Page 77) 


 igsaall P&G s McElroy Becomes First Cabinet 
. Member from Advertising s Top Rank 


aged company. 

Blue-eyed, 52-year-old Neil Mc- 
Elroy, who likes his friends to call 
him Mac, is the first cabinet mem- 
ber who has spent virtually all of 
his business career in the adver- 
tising business. He was nominated 
this week by President Ejisen- 
hower to succeed Charles Wilson, 
former president of General Mo- 
tors, as Secretary of Defense. 

From the time he graduated 
from Harvard in 1925 until he steps 


Neil McElroy 


into Washington’s turbulent cli- 
mate, Mr. McElroy has worked for 
only one company. He began at 
Procter & Gamble’s advertising de- 
partment as a mail clerk ($100 a 
month), rose to advertising and 
promotion manager in 1940, and 
to president in 1948 (1956 salary: 
$285,000) . 


® He is generally credited with 
setting up P&G’s widely copied 
(Continued on Page 73) 


Spot TV Up 12.6% 
Over ‘56 Quarter; 
P&G Still Leads 


Seven Companies Hit Top 
100 for the First Time; 
25% Missed Ist Quarter 


New York, Aug. 9—Nearly one- 
fourth of the top 100 spot tv spend- 
ers for the second quarter of this 
year did not show up among the 
top 100 for the first quarter. 

And among the list of second 
quarter leaders compiled by the 
Television Bureau of Advertising 
were several who made the select 
group for the first time. 

The newcomers were Scott Pa- 
per Co., Tidewater Associated Oil 
Co., Oakite Products, Bymart- 
Tintair, Interstate Bakeries, Wil- 
son & Co. and Helene Curtis Indus- 
tries. 

Total national and regional spot 
tv expenditures for April, May and 
June were put at $118,870,000. This 
estimate is based on N. C. Rora- 
baugh Co. reports from 320 of 473 
U.S. commercial stations. This is 
about a 10% increase over gross 
expenditures for the same period 


(Continued on Page 8) 
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Two Lima Dailies 
Battle Bitterly 
for Survival 


Lma, O., Aug. 7—In this city, 
which “experts” say will support 
only one daily newspaper, a battle 
for survival is currently being 
waged by the 75-year-old Lima 
News, and a lusty newcomer—the 
Lima Citizen—which was born 
July 1. 

Management of the Citizen said 
the newspaper was founded as a 
protest against the “socialistic” 
theories of the publisher and own- 
er of the News, Raymond Cyrus 
Hoiles. Wayne G. Current, who 
quit the News several months ago 


when his commissions as an adveP- | junsicg 


tising space salesman were re- 
duced, is the man who conceived 
the idea for the Citizen. 

Mr. Current, who is the business 
manager of the Citizen, sold two 
local business men on the idea of 
putting up the money to start the 
newspaper. The two business men 
—Sam Kamin and James A. How- 
enstine, president and secretary- 
treasurer of the Neon Products 
Inc., a business sign company—had 
never been in the newspaper busi- 
ness before. 

The men are co-publishers and 
majority stockholders of the Citi- 
zen. The rest of the stock has been 
sold to more than 1,000 persons 
who bought it at $25 a share. The 
Lima Citizen Publishing Co. pub- 
lishes the Citizen. 

(Continued on Page 75) 


NuSoft Offers Scarf 
Set as Premium 
in Fall Promotion 


New York, Aug. 7—Corn Prod- 
ucts Sales Co. will use magazines, 
supplements, network tv and direct 
mail couponing to promote NuSoft 
Fabric Softener Rinse this fall. A 
sampling promotion with Clima- 
lene, a booster action cleaner man- 
ufactured by Climalene Inc., Can- 
ton, is also planned. 

The national campaign will be 
built around a premium offer of a 
set of four scarves, a regular $2.98 
item, for $1 plus a NuSoft label. 

Color page ads will appear in 
the October issues of Better Homes 
& Gardens, Good Housekeeping, 
Ladies’ Home Journal and Mc- 
Call’s. Color three-fifths-page ads 
will also run in the Sept. 22 and 29 
issues of This Week and First 
Three Markets supplements. 

On network tv, the premium will 
be promoted in late September on 
“It Could be You,” “Modern Ro- 
mances,” “Queen for a Day,” and 
“Matinee Theater” (all NBC-TV). 


= During October a direct mail 
campaign in ten markets (metro- 
politan New York, Boston, Chi- 
cago, Buffalo, Rochester, Atlanta, 
Cleveland, Kansas City, Omaha 
and Portland) will feature a 15- 
cent-off coupon. 

For grocers, NuSoft has planned 
special bin displays, shopping cart 
wrap-arounds, dagger cards, shelf 
talkers and hang-up pads, all fea- 
turing the scarf premium. In-store 
sampling of NuSoft is being 
planned in selected areas. 

In addition, the company is join- 
ing in a cooperative promotion 
with Climalene. A four-ounce sam- 
ple of NuSoft will be attached to 
all 56-ounce Climalene packages 
for distribution in October. It is 
expected that 125,000 samples will 
thus be distributed in areas of the 
Midwest where Climalene is sold. 

McCann-Erickson is the agen- 
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| Aid OPEN LITTER 
i 
Burrus Mills, Incorporated, P.O. Box 448, Delias 2), Texes 


t. 
170,000,000 Red Blooded, Fair Minded American Joe Decks 


Deer Folks: 


It would eppeer that Burrus hes been made the goer of political maneuver 
widely circuleted in Washington that “Prnor to the genera) 
Committee 


hangs, “... 
oenks” 


the governmeot may 


It is said that “one of the investigators lor the Democratic National Com 
oy 1%, quite councidentally 1 am sure, vay OE TEL de 
tons §: under the 


Soom L. H. Fountain. Dernocr at of North Carolina. $ was pooner 
nd particularly unpressed and pleased. with the dignity, careful considera 
ton of every questionable issue. and the fairness of attityde of Chairman Foun 
un and every member the Subcommuttee There has been so much stree 


aed had they not been called They prownted the oppor 
unity to air our grevances against Commodity Credit Corporation 


ft is my unpression that the members of the Subcommittee have deter- 
nuned from evidence submitted in the Hearings that the charges of umproper 
sandling by officials of Commodity are not supported by fact. and that Com- 


he Democratic National Committee 
It @ my conviction that the Democratic National Committees wes not 


roiders and employees to gain political advantage 


Every cr of the Texas Saat & to Congress that has been 
wpproached on this problem has evidenced keen interest. thet u everyore 
tmcept Texas’ Senior Senator, Leader of the Senate Lyndon Johnson, whe 
wlused to take any interest io & That Johnson should refuse to take an 
Gterest in the tragic affairs of q business that has been built and « domi- 
pomctyhy ay pe oe possible that. in view of Johnson's prom:- 
rence as Sena’ he Democratic Party, the Democratic Netional 
Senta eoutd tow Gens cinch Ge chip en te toe af ene 
pay teensy without first havu ving cleared with the Senator? Or f it possible 
hat Johnson's negative attitude might in some thanner be tied in with and 
en hss prier and consent to Burrus being made the 
faa of & political maneuver? Are his hands tied? We can't arrive at « satis: 


What is the opinion of you Texas Joe Dosks? 

Hearings held in Washington. and 
‘redit Corporation. @ govern- 
er . lifted from the status of @ privete matter to the 
tatus of « pubhc matier 

‘This is the first of series of open letters that will be released 

ubject. We want the judgment of the 170000000 American Joo Dose 
© other words, we want the American public to be the jury of whether or 
vot Burrus Mille has been accorded (a treatment. 


BURRUS VS. BUREAUCRACY—Burrus 
Mills Inc., Dallas, accused the De- 
mocratic National Committee and 
the Commodity Credit Corp., a 
government agency, of making it 
the victim of political maneuvers 
in “open letter” ads like this. 


Newspape: Ads 
Tell Burrus Mills’ 


Side of Squabble 


Dattas, Aug. 7—./«ck P. Burrus, 
president of Burrus Mills Inc., has 
publicized the difficulties between 
his company and the Commodity 
Credit Corp., a federal agency, in 
an extensive advertising campaign 
in 20 daily newspapers. 

A series of three “open letter” 
ads addressed to the American 
people have run the last week in 
the New York Times, Chicago Trib- 
une, St. Louis Post-Dispatch, Kan- 
sas City Star & Times, Little Rock 
Gazette, Daily Oklahoman & 
Times, Wichita Beacon and 13 Tex- 
aS newspapers. More than 5,000 
lines were used in each newspaper. 
W. W. Sherrill Co., Dallas, placed 
the ads. 

Burrus Mills Inc., a grain com- 
pany and manufacturer of flour 
products, owes the Commodity 
Credit Corp. $8,000,000, which is 
due to be paid in October. Mr. 
Burrus appealed to the public to 
write representatives in Congress 
to allow the company more time to 
pay the debt. 


s In the initial ad in the series 
Mr. Burrus accused the Democratic 
National Committee of making his 
company the victim of a political 
maneuver, and charged that the 
committee was behind an expose 
of his financial difficulties with the 
Commodity Credit Corp. during the 
1956 Presidential campaign. 
Burrus Mills signed a contract 
(Continued on Page 6) 


New York, Aug. 7—‘Most 
small and medium-size advertisers 
today need collateral services that 
many advertising agencies are un- 
able or unwilling to supply within 
the framework of the conventional 
15% agency commission. 

“These collateral services, such 
as product literature, direct mail, 
sales promotion material, etc., are 
often just as important to a client 
as publication advertising, but 
they are de-emphasized or shunt- 
ed into the background by many 
agencies because they are not 
profitable. 

“The only way an advertiser 
can overcome this situation is to 
organize an advertising depart- 
ment capable of handling peak 
loads of collateral services at ir- 
regular intervals, which is expen- 
sive, or find an agency organized 
to handle the work of a client 
with these problems. 

“That in essence is why we 


have changed agencies,” J. R. 
Greig, advertising manager of 
American Type Founders Co., 


Elizabeth, N.J., told ADVERTISING 
AGE. 


® Effective Sept. 1, ATF’s account 
will be moved from Doyle, Kitchen 
& McCormick to Fred Wittner Ad- 
vertising (AA, Aug. 5). In addi- 
tion to explaining why the ac- 
count was shifted, Mr. Greig also 
went into details on how the com- 
pany selected its new agency. 

“In the first place,” he said, “it 
wasn’t something that happened 
unexpectedly, out of the blue, or 
as a result of whim. We gave the 
agency 90 days’ notice that we 
wanted to investigate other agen- 
cies, and we invited Doyle to 
make a presentation in the light 
of our problem concerning collat- 
eral services. 

“Our need for more complete 


agency service,” Mr. Greig said, 
“has been made more acute by 
reductions in the advertising staff 
occasioned by management changes 


American Type Founders Seeks Collateral 
Services, Switches Account to Fred Wittner 


in the company during the past 
year and a half. 


s “I got in touch with ten agen- 
cies. After discussing our prob- 
lem with them, I eliminated six. I 
then invited the remaining four 
to make presentations. I empha- 
sized that we didn’t want anything 
speculative, no art work or copy, 
merely the agency’s story, some 
data on its personnel, and an oral 
account of how it would handle 
ATF advertising, considering our 
needs for collateral services.” 

The agencies that made presen- 
tations, in addition to Doyle, 
Kitchen & McCormick, were Lew- 
in, Williams & Saylor; Marsteller, 

(Continued on Page 78) 


Leavitt Joins Hearst Service 


Samuel Leavitt, an account rep- 
resentative in the marketing 
division of the San Francisco Ex- 
aminer, has joined Hearst Adver- 
tising Service, San Francisco, in 
the same capacity. 
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The Big M 30,000,000) f 
se __Trade-In Parade | 


“The + iy Sem Sates et pe Oe se of 
Oe tees ow Oot Mercey deme of 
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MERCURY for 57. Casas Cae DESH 


soost—Here is one of two newspa- 
per pages to be used during Mer- 
cury’s special August drive, “The 
Big M $30,000,000 Trade-In Pa- 


rade.” Kenyon & Eckhardt, Detroit, 


is the agency. 


Knoche 


Rollins Crooks 


MEMBERS & GuEST—J. A. “Al” Crooks, advertising manager of Certi- 
fied Grocers of California and president of the Advertising Club of 
Los Angeles, and George Knoche, national ad manager of the 
Beverly Hills Citizen, chat with adclub guest speaker John Rollins, 
president of the Rollins Leasing Corp., Wilmington, Del. Mr. Rol- 
lins discussed “How Leasing Releases Dollars for Advertising.” 


Studebaker-Packard’s 


New York, Aug. 7—Studebak- 
er-Packard Corp. today ran a 1,- 
150-line ad in 174 newspapers to 
announce the appointment of 
dealers authorized to sell and 
service the Mercedes-Benz cars. 

The insertion, first in a series 
of dealer-announcement ads, rep- 
resented the first time Mercedes- 
Benz has been advertised on a 
national basis in this country. 

Under an agreement recently 
made with Daimler-Benz A. G. 
of Germany, Studebaker-Packard 
is distributing the Mercedes-Benz 
automobiles in the U.S. They will 
be available only from S-P deal- 
ers. 

Advertising is being handled by 
the S-P agency, Burke Dowling 
Adams Inc., and the initial ad 
closely follows the stately style of 
recent Studebaker-Packard ads. 


s Featured in the first ad is the 
Mercedes-Benz 300 SL Roadster, 
which has a fuel-injection engine. 
It sells for $9,000. The Mercedes- 


Adam Young Leaves 
International Field 


New York, Aug. 6—Adam 
Young Inc., radio-tv station repre- 
sentative, has withdrawn from the 
international field. 

The business of Young Interna- 
tional Ltd. has been sold “for a 
sum in excess of $50,000” to a suc- 
cessor company, Intercontinental 
Services Ltd. 

Intercontinental will represent 
some 20 am and tv properties in 
Puerto Rico, British West Indies, 
Central and South America and 
the Far East. 

Stephen A. Mann, formerly vp 
of Young International, will be 
general manager and treasurer of 
Intercontinental. The two other 
g | principals are Harry M. Engel of 
KUAM-AM-TV, Guam, president, 
and Walter Staskow of ZBM-AM- 
TV, Bermuda, vp. 


# In announcing the sale, Adam 
Young stated: 

“When I entered the interna- 
tional field in 1952, I felt that it 
was a great business with a very 
bright future. As time has gone 
by, the international company has 
grown even beyond my greatest 
expectations. 

“Its growth has now reached the 
point where I am unable to give 
it the constant personal attention 
which is essential in the represen- 
tative business. I feel it desirable 
to step out of the international 
field to devote my time exclusive- 


ly to the domestic companies,” # 


Mercedes-Benz Push 


Gets Under Way with a Newspaper Splash 


Benz line starts at $3,200 and goes 
up to $13,000. 

No prices were mentioned in 
the ad, but copy pointed out: 
“These cars are not ‘mass pro- 
duced’ and never will grace more 
than a limited number of garages. 
The reason is simply that hand- 
crafting is an essential part of 


Studebaker-Packard Announces the Appointment of a 
Coast-to-Coast Network of Authorized Dealers for the 
sale and service of MERCEDES-BENZ Motor Cars. 


Coerseaties 


INITIAL—The first national adver- 

tising of the Mercedes-Benz gets 

under way with this ad in 174 
newspapers. 


the manufacture of every Mer- 
cedes-Benz car.” 

“On request,” the ad says, “your 
dealer will arrange a demonstra- 
tion of these internationally-re- 
nowned cars and discuss the 
coast-to-coast service facilities be- 
ing established. . .” 

In 1956, Mercedes-Benz sold a 
little over 3,000 cars here. In the 
first five months of 1957, sales 
were just above the 1,000 mark. 

The Mercedes-Benz line will be 
supported with a sustained cam- 
paign in newspapers. Magazines 
will be added later. # 


Frank Wright Leases Gas 
Station for Training Program 

Frank P. Wright, general man- 
ager of Frank Wright National 
Corp., San Francisco and Los An- 
geles agency, has leased a gasoline 
service station at Fairfax which 
his agency will use to train agency 
personnel in station operation. At 
some time or other all agency per- 
sonnel will man the gas station on 
regular schedules. Peter J. Wright 
will be general manager of the sta- 
tion, 
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Food Retailers 
Hit Government 


for ‘Buck-Passing’ |? 


Cuicaco, Aug. 7—The nation’s 
independent food retailers lashed 
out angrily at the administration 
in Washington this week, charging 
the government is using the food 
industry prices spread as a “scape- 
goat” to cover up the government’s 
“tremendous spending and back- 
breaking taxes” which, the retail- 
ers say, is the real cause of rising 
living costs. 

Charles H. Bromann, national 
secretary of the National Assn. of 
Retail Meat & Food Dealers, told 
the association’s 72nd annual con- 
vention that “the government has 
constantly used the food industry 
as a ‘scapegoat’ with addled in- 
vestigations that waste taxpayers’ 
money and die as soon as they ac- 
complish their purpose—newspa- 
per headlines and political expe- 
diency.” 


s “Through bureaucratic commit- 
tees,” he said, “it scans the hori- 
zons for reasons to justify rising 
living costs, while the answer of 
tremendous spending and back- 
breaking taxes at local, state and 
federal levels lies right under its 
own nose. 


(Continued on Page 24) 


Motivation Research 
Use Up 100% in 3 
Years, ARF Reports 


New York, Aug. 6—The adver- 
tising industry has stepped up its 
use of motivation research by 
100% in the past three years, ac- 
cording to a survey made by the 
Advertising Research Foundation. 

In March and April of this year 
ARF polled 214 subscribers on 
their experience and interest in 
motivation research. There were 
105 replies—46 from agencies, 32 
from advertisers and 27 from me- 
dia. 

The replies showed that whereas 
three years ago only 30 companies 
were engaged in motivation re- 
search, 57 used it during the past 
12 months. Three years ago only 
25 of the respondents retained mo- 
tivation research consultants; to- 
day, 47 do. 

The greatest users of motivation 
research are the agencies. Of the 
46 agencies replying, 33 said they 
currently use motivation research 
and 25 employ consultants. 


s The results also indicate that 
advertising agencies have more 
motivation research personnel than 
advertisers and media companies 
combined. The 46 agency respond- 
ents employ 123 motivation re- 
search personnel, compared to a 
total of 63 shared almost equally 
by the 59 advertiser and media 
companies. 

The ARF survey shows that 
while use of motivation research 
has increased, there are still ques- 
tions among the users about the 
validity and meaning of motiva- 
tion research. 

Asked to indicate any problems 
or topics that should be pursued 
by the ARF, the 105 respondents 
sent in 52 suggestions. Of these 
suggestions, eight wanted “valida- 
tion of motivation research tech- 
niques and findings”; five wanted 
an “explanation of what motiva- 
tion research is”; another five 
wanted the “establishment of ac- 
ceptable standards for conducting 
and evaluating motivation research 
studies,” and four wanted “quan- 
tification of motivation research 
findings.” # 


over BILLY BOY-from the 
. 2. land of the North! 


BILLY BOY SYRUP 


It has that North Woods Flavor 


NEW—Billy Boy, a table syrup, will 
be introduced this fall by Wm. 
Barnes Inc., Minneapolis. Shown 
here is the first newspaper ad 
scheduled for five midwestern 
cities. Jackson, Haerr, Peterson & 
Hall, Peoria, IIl., is the agency. 


Can’‘t be Wrong? 


60,000,000 People 
in U.S. Smoke, 
Survey Finds 


Wasuincton, Aug. 7—The De- 
partment of Agriculture has added 
its name to the long roster of those 
who have something to say about 
cigaret smoking. But it doesn’t 
have a word to say about filters, 
heart disease or cancer. 

In a report labeled “Tobacce 
Smoking in the United States in 
Relation to Income,” the Agricul- 
ture Department says a 1955 sur- 
vey shows tobacco smokers in the 
U.S. and overseas armed forces 
numbered 60,000,000 people 18 
years or older. 

Among the civilian non-institu- 
tional population, about 51,500,000 
are regular or occasional smokers, 
the report states. About six out of 
ten men and three out of ten wom- 
en in the country smoke cigarets. 
About one out of five men smokes 
cigars and one out of six smokes 
pipes. 

Other highlights of the report: 

e A larger proportion of men in 
the 30-40 age group are cigaret 
smokers than is true for other age 
groups. 


e The proportion of men smokers 
in age groups above 50 tends to 
decline with age. 


e The majority of cigaret smokers 
consume 10 to 20 cigarets a day. 


e Nearly a fourth of the women in 
the population smoke cigarets reg- 
ularly, with the proportion rising 
among female wage earners. 


The report indicates cigar smok- 
ing is more closely associated with 
age than with income. Highest pro- 
portion of cigar smokers is found 
at the two extremes of occupation 
—managers, officials and proprie- 
tors on the one hand, and service 
workers on the other. 


= The proportion of men who are 
regular pipe smokers declines as 
income increases, according to the 
report, but this reflects age as well 
as income differences. Pipe smok- 
ing is more prevalent among older 
men, and older men tend to pre- 
dominate in the lower income 
ranges. 

Copies of the publication, Mar- 
keting Research Report 189, may 
be obtained from the Superintend- 
ent of Documents, U.S. Govern- 
ment Printing Office, Washington 


25, D.C., for $1 per copy. # 


|GB&B Back in 


Brewery Business; 
‘Gets Heidelberg 


Tacoma, Aug. 7—Guild, Bascom 
and Bonfigli, the San Francisco 
agency which resigned the Regal 
Pale Brewing Co. account in June, 


lhas picked up the Heidelberg 
Brewing Co. account. 
Heidelberg reportedly picked 


GB&B because it liked the agen- 
cy’s “unconventional creative ap- 
proach” to the Regal promotion. 
In resigning the $1,790,000 Regal 
account, Walter Guild said in a 
letter to Regal’s president, Angelo 
Campodonico Jr., that he was pull- 
ing out because of “client inter- 
ference and too many copy chang- 
es.” 

Heidelberg, which bills about 
$1,000,000 annually, currently is 
handled by MacFarland, Aveyard 
& Co., Chicago. GB&B will open a 
Seattle office, with Bob Footman 
as account supervisor and Tom 
Killillea as account executive on 
the Heidelberg account. The 
change is effective Oct. 1. 


= James Kramer, Heidelberg ad 
manager, said the decision to 
change agencies was made because 
of a desire for an agency more 
familiar with the brewery’s mar- 
keting area. Heidelberg initiated 
the conversation with GB&B, he 
said, after reading in the June 10 
issue of ADVERTISING AGE that the 
agency had resigned the Regal ac- 
count. 

Location of the Heidelberg brew- 


unique position. Though based in 
San Francisco, its 10 clients all are 
located outside the city. Most are 
spread along the West Coast, with 


Purina Co., St. Louis. 

The agency, which specializes in 
handling food products, expects to 
rack up $10,000,000 in billings this 
year, according to Gil Burton, vp. 
The agency began its operations, 
featuring off-beat advertising, in 
1949. 

The agency is in the process of 
moving its New York offices to 
larger quarters at 515 Madison 
Ave., where they will handle work 
on the Nucoa margarine account 
as well as GB&B network relations 
and television operations. Total 
GB&B personnel number close to 
75. 

Mr. Burton attributes the agen- 
cy’s rapid growth to many things, 
notably new creative and market- 
ing concepts and the fact that the 
agency has spent $20,000 to adver- 
tise itself during the past two 
years. + 


2 Houston Stations 
Seek Radio Ratings 
With Cash Prizes 


Houston, Tex., Aug. 7—In a bat- 
tle for radio listener leadership, 
two independent stations here are 
offering huge cash prizes and vari- 
ous gimmick attractions. 

The city’s four network stations 
say the two independents are 
fighting for listeners whose atten- 
tion or loyalty doesn’t mean much 
to advertisers. 

Some radio officials charge the 
two independents have been sub- 
ordinating public service to cash 
prizes. But Dave Morris, manager 
of KNUZ, called attention to a 
recent public service award from 
the Volunteers of America as re- 
buttal. 

The stations are KNUZ and 
KILT (formerly KLBS). KNUZ is 
unofficially reported to be No. 1 in 
listener rating in Houston and the 
CBS affiliate, 50,000-watt KTRH, 


(Continued on Page 74) 


the notable exception of Ralston | 


‘American-Style’ Ad Campaign Wins 
Carton Hassle for Israel Box Maker 


Ad Battle Honers Go to 
Cargal Co. in War with 
Citrus Marketing Board 


By Burton M. Halpern 


Hara, IsraeL, Aug. 6—One of 
the largest advertising campaigns 
ever conducted in Israel wound 
up last month with a smashing 
victory for the advertiser, the Car- 
gal Co., corrugated carton manu- 
facturer. 

In a campaign Cargal took on the 
powerful Citrus Marketing Board, 
which ships Israel’s Jaffa oranges 
largely in wooden boxes. Cargal 
wants the agency to switch to its 
corrugated cartons. 

As a result of the six-month 
Cargal campaign, a special gov- 
ernment committee was set up and 
it has now ordered the board to 
conduct expanded tests of ship- 
ping with cartons. 


®s Citrus is Israel’s largest indus- 
try, accounting for 40% of all ex- 
ports. In 1956, some 8,000,000 
wooden boxes were exported; less 
than 2,000,000 cartons were used. 

Cargal, the Middle East’s largest 
carton maker, claims its contain- 
ers are cheaper, easier to handle, 
save foreign currency and bring 
higher prices at European auc- 
tions. The Citrus Marketing Board 
asserts that none of these advan- 
tages has been proved in tests 


| conducted over the past two years. 
ery means GB&B will maintain a) ee ee 


Cargal surprised Israel by not 
quietly grumbling and cultivating 


its political fences for some future 


opportunity. It went directly to 
the public, in an “American-style” 
campaign that put carton on the 
lips of the man in the street, and 
delighted local publishers. 


= In the months of January, Feb- 
ruary and March, at the height of 
the Cargal attack, the company 


ran more than 10,000 column 
inches of paid space in dailies. 
This not only represented an un- 
precedented budget for Israel, but 
was directed to a public with no 
actual say in consumption of the 
product. 

Editorials, feature articles, even 


Citrus Prices in the 
U.K. Market 


Tt is impossible to compare the prices of 
different 


us 


: one 
season 
The final account of the 911,308 cartons 


quantity in timber boxes, the yield 


ADAMANT—“Transport in timber 

boxes is more worth while,” ad- 

vertises the Citrus Marketing 
Board. 


political cartoonists, pointed atten- 
tion and sympathy to the carton 
fight. Aroused, the Marketing 
Board was forced to answer, and 
advertise, for the first time, its 
point of view. Scarcely a week 
passed in the first six months of 
the year that this controversy 
didn’t take the form of paid space, 
with Cargal going to full pages a 
number of times. 

Some of Cargal’s ads were in 


(Continued on Page 75) 


PHILADELPHIA, Aug. 7—The 
Saturday Evening Post’s “Influ- 
ential” campaign has hit the jack- 
pot, Curtis Publishing Co. feels. 

It has influenced the Post ad- 
vertising and promotion staffs so 
much that the magazine’s promo- 
tion department plans to keep it 
going as a “perpetual” campaign, 

The word “perpetual” refers not 
only to promotion in daily news- 
papers in 11 cities, direct mail and 
business paper advertising, but to 
research. 

The Post will be spending in 
excess of $2,000,000 in advertising 
and promotion in 1957, mostly be- 
cause of the additional expenses 
incurred by the “Influential” drive. 
Even though exact figures are not 
available, ADVERTISING AGE learned 


ae 


RICHARD D. WYLLY has been named 
vp and creative director of Sulli- 
van, Stauffer, Colwell & Bayles, 
New York. Mr.’ Wylly formerly 
was a vp and copy supervisor of 


Benton & Bowles. 


‘Influential’ Campaign Hits Jackpot for 
‘SEP’; Pushes ‘57 Ad Budget to $2,000,000 


that the magazine has at least 
doubled its promotional expendi- 
tures. The first “Influential” drive 
cost more than $225,000 in ad space, 
direct mail pieces, art work, per- 
sonnel, etc. 

This year’s expenditure actually 
is the heaviest in the long history 
of The Saturday Evening Post. 

Dennis Perkins, promotion man- 
ager, told AA that the campaign 
that will break in September will 
be as “provocative” as the first. 
He would not divulge further de- 
tails. 

Batten, Barton, Durstine & Os- 
born is the agency. 


s Meanwhile, the Politz organiza- 
tion will continue to search out 
Post readers and determine what 
kind of people they are and what 
they buy, etc. Other research or- 
ganizations are understood to be 
working on some phases of read- 
ership research also. 

In the third quarter of 1957 the 
Post is enjoying 40 more full pages 
of advertising than it recorded a 
year ago during the same period. 
At least two of these advertisers 
are completely new for the peri- 
odical. 

Pete Schruth, vp and executive 
director of advertising, pointed out 
that the advertising reaction took 
place only two months after the 
first “Influential” campaign broke. 
He attributes the additional ad- 
vertising almost directly to that 
campaign. 

He didn’t name the new adver- 
tisers but he said one is a corpo- 
rate account and the other is an 
advertiser who wants to establish 


a new brand name. # 
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—— — . | | even if cartons would fetch the same prices as timber 
a boxes, the choice would still mean « loss for the farmer 
on account of the higher handling cost for cartons. 
& THE PRICE OF THE FRUIT IN TIMBER CRATES 18 
4 HIGHER THAN IN CARTONS. 
‘ Prices of fruit are never stabilized and change constantly 
j ab a consequence of fluctuations in offer and demand, the 
state of fruit on arrival, ete. 
As & consequence, it Bi impossible to compare the dif- = 
7 ferences in the fruit prices in cartons and in timber aot 
| sent’ to jas 
ee the U.K. this season proves that, had we sent the same rip 
by £22,000. a 
THIS SEASON'S ACCOUNT. frie 2 - 
Final accounts of the season prove: Bi as, 
| & Transport cost of cartons were higher. : 
sf j b. Fruit prices in cartons were lower. 
4 | The conciusion : 
“ } Transport ip timber boxes is more worth while. < 
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Freak Flaw in GE 
TV Set Caused Boy’s 


Electrocution: Jury current bus was accidentally 


Cuicaco, Aug. 8—Words of cau-|pinched and wedged between the 
tion now being addressed to the |mounting bracket and the vertical 
public about safe use of electrical | holding control.” 
appliances may be the only major 
repercussion to the accidental tv|# Herbert Riegelman, manager of 
electrocution of a six-year-old boy |the GE tv receiver department, 
here last month. Syracuse, says the company can’t 

The boy was killed by a lethal|figure how the pinched wire de- 
electrical charge from the exterior |fect could have occurred. But he 
of a General Electric portable tv|said checks are being made and 
receiver while he was grounded |tests taken to eliminate a possible 
by the sink in the kitchen of his | recurrence. 
home, according | “We have added extra checks to 


Institute of Technolegy, said this 
week after testing the set at Un- 


that it “believes that during the 


to a coroner’s | 
jury. The incident has been widely |the stringent manufacturing con- 
publicized, and GE received some|trols already in existence,” he 
bad publicity (AA, July 22). said. 

Cause of the accident was an| GE has apparently suffered no 
apparently isolated case of human noticeable sales loss in its portable 
error in the factory assembly of the | itv line because of the story, but the 
receiver, and GE has instituted | checks on the portable sets in stock 
checks to prevent a recurrence. |did keep them out of some dealers’ 

A special coroner’s jury, headed | shops for two or three days. 


derwriters Laboratories Inc. here| 


factory assembly, a 135-volt direct | dealers and distribu!’ 


|distributors have \ checking 
|all of their portale ceivers in 
stock and have no. rly com- 
|pleted the check H:« said the 


will check 
without charge an) table GE 
tv brought in. 
® The coroner’s jur). after ren- 
dering its findiny abou the tv set, 
suggested that “it - hog desir- 
able that safety coc ind prac- 


tices used by the [electric appli- 
ance] industry be str uthened.” 
But the jury em) asized that 
“the public should realize that in 
spite of all safety measures, there 
always remains the possibility for 
an accident.” It cautioned particu- 
larly against use of portables in 
kitchens, bathrooms, |aundry and 
utility rooms and in the basement. 
Similar warnings were sounded 
today by the National Safety 


Council. The council stressed the 
need for grounding all portable 
electric devices and pointed out 


by Dr. E. T. B. Gross, consulting | 
electrical engineer to the Illinois |since the accident GE dealers and 


Mr. Riegelman also noted that 


that “the one sure way to prevent 
such accidents is a ground wire.” + 


The Baltimore Sunpapers 


Which 


for 


All three of these men occupy prominent 
positions with The Sunpapers. Only one of 
them is a Sports Editor. Can you pick him 
out? Here are some clues to fit against the 
faces. 


1. Your man will be 56 in October. He 
doesn’t look his age, because the ebullience 
of his younger colleagues rubs off on him. 
That's the “‘internal”’ editorial policy of The 
Sunpapers—a balanced blend of experience 
and enthusiasm all along the line. 


2. Your man is a native Baltimorean. How 
this will help you, we don’t exactly know— 
unless he looks like an inveterate crab cake 
consumer. How it helps us is made abun- 
dantly clear each day in his column “‘Sporto- 
pics.”’ Local color and local sports lore are 
his by inheritance—and his fellow Balti- 
moreans like the way he serves it up. 


3. Your man has been Sports Editor of The 
Evening Sun for 32 years. No mean feat, 


one writes Sports 
The Sunpapers? 


considering he was only 24 when he took 
over. So look for a lingering touch of the 
“boy wonder’ in the faces above—though 
he would be the first to deny it. 


4. Your man includes among his non- 
journalistic laurels national recognition as a 
football and basketball official (e.g., Rose 
Bowl, 1930) as well as commissioner of 
Maryland’s high school and collegiate Sports 
Associations dating back three and a half 
decades. That’s why his column is so fresh— 
so authoritative—so completely on the 
“inside.” 


Picked him out yet? You have—if you 
settled on the man in the middle. His name 
—Paul Menton. To his left is Donald 
Kirkley, TV-radio columnist of The Sun and 
The Sunday Sun. And the august gentleman 
at the right is W. Spaulding Albert, adver- 
tising director of The Sunpapers. He’s a good 
man to know, too. 


Combined Morning and Evening circulation 410,013—Sunday 326,550 


National Representatives: Cresmer & Woodward, Inc.—New York, San Francisco, Los Angeles 


Scolaro, Meeker & Scott—Chicago, Detroit 


Advertising Age, August 12, 1957 


Highlights of This Week's Issue 


American Type Founders wanted an agen- ~ | Paper Mate schedules its most extensive 
cy that offered “collateral services,” promotion for “back to school” mar- 
it named Fred Wittner ‘Advertis- 9888 iacnee Page 32 
ON a acesniciiciamnestlnieecliatl eet tities Page 2) 


Studebaker-Packard launches first aivia-| 
paper advertising for Mercedes-Benz 
GID ccescessensnsenncveennnapeaiiiipeensienenaaatinianatatel Page 2 


Two Lima, O., dailies battle for existence 
in town experts say will support only 
|)... ee ae Page 2 


| Sick’s Seattle Brewing will sponsor six 
hours of boat race telecast without com- 
mercials Page 34 


| Airlines, shippers plan ads to lure more 
British tourists to U. S. next year under 
new dollar allowance ................... Page 36 


| Former American News Co. employes 
NuSoft fabric softener rinse offers four- | 5U€ for $1,800,000 in severance pay Page 37 
searf set in premium promotion ....Page 2) | PX credit is banned to keep soldiers from 
Burrus Mills uses newspaper ads to | buying beyond their means ........ Page 43 
tell its side of squabble with federal| NBC (International) is supplying Ameri- 
RON Acchdbitlasclactbntesaninebaidi Page *| can tv know-how to help build Welsh 
Adam Young Inc., radio-tv station repre- tv station ... Page 4 
sentative, withdraws from international | NARTB reports the typical radio station 
field . ae sevsssceverserel AGO 2| made 10% profit in 1956 ................ Page 46 


The Saturday Evening Post's “Influential” | Mercury dealers and KDKA, Pittsburgh, 
campaign is big success, magazine's pro- join in promotion to both sell cars, boost 
motion budget hits $2,000,000 ........ Page 3 station's listenership ................ Page 47 


Cargal Inc., Israel box maker, conducts | Sale of magazines, books in food chains 
successful large-scale American-type ad expected to hit $60,000,000 this year, 
drive to get government citrus market- Chain Store Age SAYS «0.0... Page 48 
ing agency to consider corrugated car- 
tons for shipping fruit 


Parse 3| Low-power tv repeater stations for small 
OS | western communities are being consid- 
ered by FCC 


Tweed’s new contest requires contestant 
to put a few drops of perfume on 
Government spending, not food prices,| ¢™ty blank in lieu of returning box 
enuses high-cost-of-living, retailers a Page 50 


WE oncnccsarecsoosesesercosncessesnernonsocenaseroosssousssserele UNO 3) Salesmen for manufacturing companies 
Radio rating battle being fought by two| ¢@™ned = more last year than wal -- aa 
Houston stations with cash prize offers | SUE VCY GROWS cnseccersen age 
2 ee Page 3 Pphiico says RCA’s misuse of patents made 
Advertising’s use of motivation research | - i 2 Page 56 
has increased 100% in three years, ARF | yime Inc.'s first half ’57 sales hit $125,862,- 
TOUIIGD  iccscctciercssseccnsctstecsssnitictpstnssentnens Page 3 700, but profit is GOWN .......c000-0-- Page 58 


60,000,000 U. S. citizens smoked cigarets in 
1955, Agriculture Department survey 
shows 


Guild, Bascom & Bonfigli picks up Heidel- 
berg Brewery account to replace Regal | 
Pale, which it resigned in June ....Page 3 


NBC-TV’s “Club 60” ratings were low but 
mail was high, so program stays Page 59 


General Millis will use radio, tv, magazines | 
to launch its new Radiant Crisp Wheat- 


REGULAR FEATURES 


BOS oon ssseseserssssnnieesnnsanersnnneccesnnecensnnnenscson Page 6 Advertising Market Place ........cc-ccsccsssee 7 
Jaguar cars don’t compete with U. S. Along the Media PRED  nnnscccersorecccessvercesocscced 38 
makes; Jaguar is way of life, Adman | Coming Conventions ........ 42 
NN A Page 26 Creative Man’s Cormer 0.0... 66 


CCID censticneretnctsectitsinicesseces 

New Jersey radio, newspapers join in ef- Editorials .... 
fort to stop power failure during hot Employe Co 
weather ....... 


unications . 
Page 28 Getting Personal ..................... 16 
Looking at Radio & TY ... 
Looking at Retail Ads 


Formfit, Kayser use six-page vertical 
gate-fold Vogue ad in coordinated fash- 


GRCRREND cccneemignne 73 

ion promotion .. Page 30 | On the Merchandising Front ..........ccc00 67 
Arthur C. Nielsen Jr. succeeds his father | Photographic Review ......... 2 
as president of A. C. Nielsen Co. Page 31 | Preduction Tips ........... 67 
TD TO wncscceesntnsssccseseescennmnennetl 1 

Parker Pen sets $750,000 newspaper, tv Salesense in Advertising . cove 8 
push for new “non-skid” T-Ball Jotter Volce of the Advertiser... 52 


pen. / Page 32 What They're Saying 


Lindstrom Joins R&R Lewis Leaves Agency 

Donald E. Lindstrom has joined David P. Lewis, executive film 
the media department of Ruth- producer for Doherty, Clifford, 
rauff & Ryan, Chicago, as media | Steers & Shenfield, New York, re- 
buyer for the Brown-Forman ac-| signed his post, effective Aug. 15. 
count. He formerly was with the|He is going to Los Angeles to 
media department of Leo Burnett | fulfill writing and producing com- 
Co. |mitments. 


MESSAGE: 


USE DOT ENGRAVERS FOR BEAUTIFUL 
COLOR: OUTSTANDING BLACK AND WHITE. 
NIGHT OR DAY. DAY AND NIGHT. 


g od Engravers, FHC. 


600 W. VAN BUREN ST. CHICAGO 7 


STATE 2-5367 
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1956 APPLIANCE SALES” 


NORTH- 


% of U.S. Total rast | Cenvaa, | MEST | SOUTH 
Electric Refrigerators 23% | 29% | 14% | 34% 
Electric Ranges 19% | 27% | 16%| 38% 
Electric Home Freezers 12% | 26% | 18% | 44% 
Electric Washing Machines | 23% | 27% | 18%| 32% 
Automatic Washers 27% | 26% | 19% | 28% 
Electric Dishwashers 21% | 17% | 25%| 37% 
Radios 28% | 31% | 13% | 28% 
Television Sets 25% | 29% | 16% | 30% 
Electric Water Heaters 18% | 25% | 16% | 41% 
Room Conditioners 24% | 25% | 4% | 47% 


*SOURCES: All data on app! 


ance sales and electrified homes from Electrical Merchandising, 


— = o 3 areca 


except automatic washers from American Home Laundry Manufacturers’ Association. 
tSOURCE: W. R. Simmons & Associates Survey of Magazine Readership in the Rural South. 
*More than half the population of the 16 Southern states lives on farms or in rural commu- 


nities of less than 2,500 people. 


The SOUTH 
Subscribes to 


PAUL HUEY, V.P. and Advertising Manager 
Birmingham 2 + Phone: 54-2571 


THE PROGRESSIVE FARME 


OSCAR M. DUGGER, V.P. and Western Advertising Manager 


Daily News Bidg., Chicage 6 + Central 6-3400 


The PROGRESSIVE FARMER has 5% MILLION readers in 
the 16 Southern states—the biggest and fastest-growing regional 
market for electrical appliances. 

The South is far more rural* than the rest of the country. The 
Progressive Farmer is a must in any advertising plan to sell the rural 
South. 

Among rural Southerners, age 20 and over, The Progressive Farmer 
has 1,730,000 more readers than Farm Journal ...690,000 more than 
Life... 1,120,000 more than Better Homes & Gardens... 1,570,000 
more than Ladies’ Home Journal. 

With its concentrated coverage, local influence and dynamic sell- 
ing power in the rural South, The Progressive Farmer fills a major 
gap in the coverage of national magazines, 

The major advertising schedules placed in The Progressive Farmer 
by leading appliance manufacturers is another reason why The Pro- 
gressive Farmer is the No. 1 farm magazine and one of the leaders 
among all magazines in advertising volume. 

A market that buys so many electrical appliances is a quality 
market for your product. Whatever you advertise and sell, The Pro- 
gressive Farmer has the power to move it South! 


Other Offices: RALEIGH » MEMPHIS 
DALLAS + SAN FRANCISCO + LOS ANGELES 


DON CUNNINGHAM, Eastern Advertising Manager 
250 Park Ave., New York 17 + Yuken 6-7520 
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New ‘Radiant Crisp’ 
Wheaties Will Bow in 
Multi-Media Drive 


(Picture on Page 1) 

Mrinneapouis, Aug. 7—General 
Mills will take to magazines, radio 
and tv about Sept. 1 in an intro- 
ductory campaign for its new Ra- 
diant Crisp Wheaties, which are 
expected to be in full distribution 
by then. 

Throughout this month f.0.p. 
color ads are to appear in 117 
newspapers, announcing the prod- 
uct as it becomes available in vari- 
ous markets. ; 

The campaign includes color 
pages in This Week Magazine, Pa- 


rade and Family Weekly, as well) 


as the Sept. 14 Saturday Evening 
Post. A spot radio campaign is 
planned for CBS and for NBC’s 
“Monitor” and a series of 20- 
second animated commercials is 
planned for tv. Radio and tv will 


be used extensively only during 
the introductory phase; the print 
media campaign will run through 
next May. 


® Radiant Crisp Wheaties is a re- 
formulation of the old Wheaties, 
which first came on the market in 
1924. The new process gives a 
crisper and more golden color, 
General Mills asserts, adding that 
it believes this will broaden the 
product’s appeal. 

The new Radiant Crisp Wheaties 
packages (8 oz., 12 oz. and 18 oz.) 
are only slightly redesigned and 
will feature artwork with sports 
references appropriate to the sea- 
son. The copy on the back of the 
package is headlined “New Radi- 
ant Crisp Wheaties stay crisp to 
the bottom of the bowl!” 

Knox Reeves Advertising, Min- 
neapolis, is the agency. # 


Catholic Circulation at Peak 
U.S. Catholic newspapers and 
magazines last year had a record 


combined circula f 23,368,348, 


according to the | °-'58 “Catho-| 
lic Press Director ist published. | 
The directory lis: ) newspapers 
and 429 magazin. te-card list-| 
ings are carried 105 diocesan 
weekly papers, t tionally cir- 
culated weeklies for 131 U.S.| 


magazines and 1/ (anadian mag-| 


azines. 


Ice Treat in Nationa! Push 

Ice Treat Inc., Newport, Pa., has 
made its debut as © national ad- 
vertiser with a 45(-\ine insertion 
in metropolitan newspapers. The 
company makes paiented alumi- | 
num Ice Treat molds for “made 
at home” frozen suckers and is 
introducing a companion product, 
Ice Treat Mix. Michener & O’Con- 
nor, Harrisburg, Pa., is the agency. 


Field Joins WGN Siatf 
Alexander C. Field Jr. has been 
named manager of special broad~- 


cast services of WGN and WGN-| 


TV, Chicago, effective Sept. 16. 


CLIFFORD J. BARBORKA JR., 


Chicago 

sales manager of John Blair & Co., 

has been advanced to vp and Chi- 

cago manager, effective Sept. 1 on 

the retirement of Paul Ray as Chi- 
cago manager. 


Mr. Field was formerly with 
WLW and WLW-TV, Cincinnati, 
in a similar capacity. 


LOVIN’ and LOYAL 


NCS No. 2 CIRCULATION 


DAYTIME HOMES NIGHTTIME HOMES 

WEEKLY DAILY WEEKLY DAILY 
WHO-TV 181,490 121,620 211,500 166,460 
Station B 175,650 123,430 204,280 163,920 
Station C 176,340 104,930 218,690 148,320 


and we're real happy that the new Nielsen NCS No. 2 
shows how large and loyal that audience is. 


NCS No. 2 proves again that Central lowa families 


have the 


“WHO habit”. . 


. with more homes tuning in 


WHO-TYV every day than any other television 


station in the region! 


You who have known the WHO Radio operation, over 
the years, will understand the Central lowa audience 


preference for WHO-TV. 


Decades of highest integrity, 


public service, confidence and believability all add 
up to a QUALITY audience and QUALITY RESULTS. 


WHO.-TV is part of 
Central Broadcasting Company, 
which also owns and operates 

WHO Radio, Des Moines 

WOC-TV, Davenport 


WHO-TV 
WHO-TV 


WHO- 


T 
WHO-TV 
WHO-TV 


WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 


WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
-WHO-TV_& 
WHO-TV 


——_) WHO-TV 
We always knew that Central lowa loves WHO-TV. ieee «lll WHO 
WHO-TV. 
~~ WHO - TV 


WHO-TV 


Channel 13 - Des Moines 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 


Peters, Griffin, Woodward, Inc. 


National Representatives 


Affiliate 


Advertising Age, August 12, 1957 


g| Newspaper Ads 


| Tell Burrus Mills’ 
Side of Squabble 


(Continued from Page 2) 

with Commodity Credit Corp. in 
1954, under which Burrus stored 
|nearly 37,000,000 bushels of gov- 
ernment wheat. Much of the wheat, 
which was stored in tents, later 
was damaged by insects and water. 
The company claims that it has 
tried to borrow $8,000,000 to pay 
CCC but has been unable to get a 
loan. 

Burrus Mills also asks in the ads 
that it be allowed to pay the debt 
in 24 instalments instead of a lump 
sum, and that the company be as- 
sessed the same interest rate 
(3.5%) charged foreign buyers of 
U.S. surplus commodities, instead 
of the 4.5% interest it is being 
charged. 

The House intergovernmental 
relations subcommittee, which con- 
cluded hearings July 24 on the 
Burrus Mills matter, held that the 
CCC had dealt too harshly with 
the company, Burrus Mills said. 


® One of the ads run by the com- 
pany contained a coupon which 
asked readers to vote whether the 
company had received fair treat- 
ment. A company spokesman told 
ADVERTISING AcE that a huge re- 
sponse had been received from the 
ads and that the great majority of 
persons who contacted the com- 
pany favored its position. 

“This is an anti-bureaucracy 
campaign,” W. W. Sherrill, head of 
Burrus Mills’ agency, told AA. “We 
hope that the general public be- 
lieves in free enterprise and will 
express themselves to their repre- 
sentatives in Congress. We need all 
the help we can get in Washing- 
ton.” 

In Washington, Paul M. Butler, 
chairman of the Democratic Na- 
tional Committee, denied that the 
committee caused any probe to be 
made of the Burrus Mills matter. 

Mr. Butler charged that while 
the CCC claims against Burrus 
have not been pushed, about $5,- 
000,000 of federal money has been 
given to the company, and that 
certain private banks have taken 
more than $12,000,000 from Burrus 
Mills to satisfy all but $200,000 that 
Burrus Mills owes them. + 


Railway Express Promotes 
Shipley, Dell Aquila 

Harold E. Shipley, eastern sales 
manager of Railway Express Agen- 
cy since 1954, has been appointed 
director of advertising and promo- 


Harold Shipley V. Dell Aquila 


tion, with headquarters in New 
York, He replaces E. W. Hull, who 
has retired after 53 years with the 
company. Victor Dell Aquila, as- 
sistant director of advertising and 
promotion since 1953, has been 
named advertising manager of the 
company. 


Scott Adds Two Accounts 

R. Jack Scott Inc., Chicago, has 
been appointed to handle advertis- 
ing for Sporodyne Co., Dayton, O., 
and Wolch Nut & Candy Co., Chi- 
cago. Both companies had former- 
ly placed their own ads. Wolch 


will begin a test market in Chica- 
go about Oct. 1. 
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By one of America’s great magazine publishers. Also publishers of GOOD HOUSEKEEPING « 
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Spot TV Up 12.6% 
Over ‘56 Quarter; 
P&G Still Leads 


(Continued from Page 1) 
last year; it is also slightly ahead 
of the first quarter °57 total of 
$116,935,000. These estimates are 
gross figures based on the one time 
rate. 


s Procter & Gamble and Brown & 
Williamson continue to hold down 
the No. 1 and No. 2 spots, with P&G 
way ahead of the field with a 
budget of $6,518,900. This is near- 
ly $3,000,000 more than the soap 
maker budgeted for spot television 
in the first quarter of this year, 
but slightly less than the $6,541,000 
spent in the second quarter of 1956. 

Companies which increased their 
second quarter spot budgets con- 
siderably in comparison with the 
second quarter of 1956 were: Con- 
tinental Baking Co., from $1,030,- 
000 to $2,695,000; Lever Bros., from 
$1,264,000 to $2,011,000; Joseph 
Schlitz Brewing Co., from $168,- 
000 to $394,000; Quaker Oats, from 
$148,000 to $377,000; Phillips Pe- 
troleum Co., from $168,000 to 
$358,000; P. Lorillard & Co., from 
$461,000 to $1,311,000; American 


Spot TV 
Expenditures 


By Time of Day and Type 
of Spot Activity 
The following table shows the 
amount of money broken down by 
the types of spots used and day 
parts (000 omitted): 


Oe $ 40,031 33.7% 
paar 67,197 56.5 
Late Night 71,642 9.8 
$118,870 100 % 
Announcements $ 53,344 44.9% 
eo aa 12,297 10.3 
Participations 30,401 25.6 
Programs 22,828 19.2 
$118,870 100 % 


Tobacco Co., from $134,000 to 
$481,000; Seven-Up Co. and bot- 
tlers, from $175,000 to $553,000; 
Adell Chemical Co., from $119,- 
000 to $700,000; Anheuser-Busch, 
from $405,000 to $815,000, and 
American Chicle Co., from $301,- 
000 to $1,293,000. 


s Product categories with notable 
increases for the most recent quar- 
ter compared with the second 
quarter last year include clothing, 
furnishings, accessories, up 54%; 
confections and soft drinks, up 
42%; cosmetics and toiletries, up 
33%; drug products, up 24%; 
gasoline and lubricants, up 52%, 
and household cleaners and waxes, 
up 33%. 

The most popular type of spot 
buy in the second quarter was an- 
nouncements, with participations, 
programs and identification breaks 
following in that order. 

(Complete list of 100 leading 
spot tv spenders in the second 
quarter is on Page 57. A tabulation 
of spot tv expenditures by product 
classification during the same peri- 
od appears on Page 60.) # 


Topco Appoints T. F. Ryan 

Thomas F. Ryan has been 
named to the new post of mer- 
chandising coordinator of Topco 
Associates, Chicago, packager and 
distributor of private label gro- 
cery and frozen food products to 
27 regional supermarket chains. 
He formerly was manager of re- 
gional meetings and special pro- 
motions for the Super Market In- 
stitute. 


Seldom in the hsfory of merchandising has such an unusual [prestige labe >» offer 


IAWRENCE WELK and Puritan Dre Ca. 


x 


FIRST AD—This two-color ad in the Aug. 7 Women’s Wear Daily in- 
troduced the golden Champagne Lady dress label to the trade. 


Champagne-Music Welk Uncorks New Bottle, 
Endorses ‘Champagne Lady’ Dress Line 


New York, Aug. 7—Band lead- 
er Lawrence Welk and his Cham- 
pagne Lady have entered the fash- 
ion field. 

A new collection of popular- 
priced dresses will be merchan- 
dised under the label of “Cham- 
pagne Lady” and will be promoted 
regularly on Lawrence Welk’s 
twice-weekly tv shows (ABC-TV) 
Saturday and Monday nights, 
sponsored by Dodge and Plymouth. 

The dresses will be manufac- 
tured by Puritan Dress Co., one of 
the country’s largest dress houses 
and manufacturer of Forever 
Young, Casually Young and Gloria 
Swanson dresses and Miracle 
sportswear. 

Mr. Welk will lend his name, 
picture and personal endorsement 
to the dresses—and is serving as 
president of Champagne Lady 
Corp., Beverly Hills, Calif., newly 
formed for the purpose of mer- 
chandising the label. There is a 
possibility “the label may be de- 
veloped beyond the dress field,” 
according to the company. 


8 In addition to the Welk shows, 
a national campaign will be sched- 
uled in consumer magazines, news- 
paper supplements and trade pub- 
lications. Sales kits, department 
store promotional kits and a na- 
tional schedule of fashion shows 
are also being lined up. 

The line will be formally intro- 
duced at a champagne fashion 


Crosse & Blackwell 
Immune to FTC Due 
to Its Meat Business 


WAsHINGTON, Aug. 8—Crosse & 
Blackwell Co., Baltimore food 
packer, is immune from Federal 
Trade Commission prosecution be- 
cause about 3% of its business is 
preparing meat for canning, an 
FTC hearing examiner ruled today. 

The company’s activities in meat 
packing, Examiner Frank Hier de- 
cided, make Crosse & Blackwell 
subject to the exclusive jurisdic- 
tion of the Secretary of Agricul- 
ture, under the Packers and Stock- 
yards Act. 

Along with ten others, Crosse & 
Blackwell was charged in 1955 
with Robinson-Patman Act viola- 
tions in granting promotional al- 
lowances to food stores holding 
special anniversary sales. 

Today’s verdict by Examiner 
Hier asked FTC to dismiss the 
complaint on grounds of no juris- 
diction. Oddly enough, Crosse & 
Blackwell is not registered with 
the Secretary of Agriculture under 


the Packers and Stockyards Act, | been appointed a vp. Prior to join-| 


nor does it own a packing plant or 
do any slaughtering. It buys its 


New York, Aug. 7—DeJur Ams- 
co Corp. said today it had “con- 
4 clusive proof that there is no ap- 

' j|preciable difference between am- 
ateur 8mm movies made with a 
camera selling for more than $400 
and those made by a DeJur camera 
priced at $54.95.” 

While it was at it, DeJur also 
“proved” that there was no differ- 
ence between movies made with 
its $54.95 model and those made 
with its $99.95 model. 

DeJur invited reporters to a 
luncheon at the Tavern on the 
Green in Central Park to show 
them three films photographed si- 
multaneously by three different 
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James Lees Triples 
Floating Carpet in 
New Fall Campaign 


Bripceport, Pa., Aug. 8—After 
a decade of floating a carpet in its 
ads, James Lees & Sons will pull a 
switch and float three carpets 
white space in its next campaign. 

The “Those heavenly carpets by 
Lees” headline has been amended 
to “You’ll be happier with those 
heavenly carpets by Lees.” Sub- 
heads in the ads, prepared by 
Lees’ agency, N. W. Ayer & Son, 
read: “For longer wear ... for vi- 
brant lasting color ... for the most 
value...” 

Lees’ art director, Car] R. Asher, 
said Lees felt a choice of three 
carpets should interest more 
reading consumers. Also, the 


show Sept. 11 for buyers and press 
in the Hotel Pierre. The first col- 
lection is designed for pre-holiday 
selling and features a group of 
hand-beaded dresses at $10.75 cost 
in sizes 12%-24% and 12-20. 
Administrative vp of the new 
Champagne Lady Corp. is Arthur 
Cerre, head of his own Detroit 
display and point of purchase com- 
pany serving the automotive trade. 
Vp and general manager is Larry 
Kent, sales manager of Roy Rogers 
Frontier Inc., while Dorothy 
Strong, head of her own Chicago 
pr company, is serving as vp and 


in | 


Advertising Age, August 12, 1957 


DeJur’s New Ad Theme: Inexpensive Camera 
Takes as Good Movies as an Expensive One 


cameras: A DeJur Eldorado I, 
|priced at $54.95; a DeJur Eldorado 
III, with 3-lens turret, priced at 
$99.95, and “an expensive camera 
selling for more than $400 made 
by another company.” 

Object lesson of this demonstra- 
tion was to show how little differ- 
ence there was in the films. 


= At each place setting there was 
a voting card for the reporters to 
guess which film had been made 
by which camera. These were duly 
collected and a door prize was 
awarded on the basis of a quick 
drawing, but no results of the vot- 
ing were announced at the lunch- 
eon. 

Late Thursday, Friend-Reiss re- 
ported that the luncheon cards had 
been tabulated and results showed 
that only seven out of 43 had been 
able to guess which camera had 
made which film. The agency also 
told AA that DeJur would spend 
j/some $250,000 this fall in its “we 
'stumped the experts” campaign. 
|Magazines, newspapers and spot 
| television will be used. 
| However, DeJur was so confi- 
dent of the outcome that its press 
release, prepared in advance of 
‘the luncheon, stated categorically 
that “those present could not tell 
the difference between the three 
| films.” 

The release also pointed out that 
the test had been made previously 
before photographic specialists and 
|“at every showing they admitted 
‘that they could not be sure which 
film was taken with which cam- 
| era.” 


promotion director. 
Advertising so far has been han- 
dled by Puritan Dress Co.’s adver- 


change provides more flexibility | 
for tie-in at the retail level. Six | . 
best-selling carpets will be fea- ® So in the fall DeJur will launch 


tured, three in each of the three 2 national advertising campaign 


tising department. + 


Ad Funds Bill to Push 
Livestock Products 
Killed by House 


WASHINGTON, Aug. 7—Legisla- 
tion to set up an advertising fund 
amounting to as much as $8,800,- 
000 annually for the promotion of 
livestock products was dealt a sur- 
prise defeat today when the House 
voted to shelve the bill. 

The meat promotion program, 
advocated by livestock interests 
but opposed by major farm organ- 
izations, was voted down on a 216- 
175 vote against adopting the rule 
to consider H.R. 7244, a bill to 
amend the Packers and Stockyards 
Act to permit deductions for a 
self-help meat promotion program. 

The opposition was led by Rep. 
Leo E. Allen (R., IL), ranking 
minority member of the rules 
group. He argued that grocery ~ ee 
chains spend $20,000,000 a week ee ' 
in newspaper advertising to sell|muy.tipuepo—Here’s the first 
meat, and that $8,000,000 more per | James Lees & Sons’ three-carpet 


year will not help to any great ex- ads. The new campaign starts in 


tent. 
The bill also was attacked as late August. 


being vague as to who would spend 
the promotion fund. One foe of the 
measure, Rep. James G. Polk (D., 
O.), said he had been told that 
“advertising agencies are very | 
much in favor of this legislation.” 


ads appearing during the cam- 
paign. 


® Lees, one of the most consist- 
ent advertisers, has stayed with 
magazines in full color and news- 


papers all that time, with the ex- 
ception of three tries at television 
several years ago. 

The major addition to this fall’s 
schedule is Life. American Home, 
Better Homes & Gardens, House 
® The ad fund would have been|* Garden and House Beautiful 
built by deducting 10¢ for every |4re retained. In addition, House 
beef animal shipped to market, and|®* Garden’s Book of Decorating, 
5¢ for every hog and sheep. Pro- | Better Homes & Gardens’ Home 
ponents and opponents disagreed | Furnishings — Ideas and_ Bride’s 
as to whether the deductions from | Magazine will be used. In news- 
payments received by producers | P&pers, the New York Times Mag- 
would be voluntary or mandatory. | @ine and Christian Science Moni- 
tor continue to carry the schedule. 

Sales promotion material and 
retail selling aids are all built 
around the “best buys” promotion, 
with emphasis at the store level. 

Lees will also tie in with Amer- 
ican Viscose Corp. in a national 


| 


Whitehall Names Smith VP 
Dulany S. Smith, who recently 

joined Whitehall Pharmacal Co. as 

director of brand managers, has 


ing Whitehall, Mr. Smith was with 
Emerson Drug Co. and the Sea- 


Nemours & Co. will feature a 


meats from a slaughterhouse and/|forth division of Vick Chemical} Lees fabric in one of its national 


prepares it for canning. + 


Co. leansumer ads. 


ad this fall and E. I. du Pont de. 


‘on the theme, “DeJur stumped the 
\experts.” The ads will tell con- 
|sumers that the photographic ex- 
perts could not recognize whether 
‘a film was shot with a $54.95 
DeJur or a plus-$400 camera. 

Friend-Reiss Advertising, New 
York, is the camera manufactur- 
er’s agency. 

Lee Friend, partner in Friend- 
Reiss, told the luncheon meeting 
today that “no derogation” of oth- 
er camera makes was intended. 
'*But,” he said, “we are going to 
say that even the experts couldn’t 
tell the difference.” 


s Ralph DeJur, president of the 
camera company, said the tests 
showed “that quality movies can 
be taken with economically priced 
American-made cameras.” He add- 
|ed, however, that “more expensive 
|cameras with telephoto and wide- 
jangle lenses, fadematic controls 
land other features are available 
|for those who want to take more 
| professional type movies. 

“DeJur has fadematic controls, 
‘and other features are available 
\for those who want to take more 
| professional type movies.” 
| DeJur has taken what it calls 
“extensive steps” to validate the 
'tests. Reporters were given a no- 
‘'tarized statement from Fiore Films, 
\Jersey City, which certified “that 
the motion pictures described 
above were taken simultaneously 
with one DeJur camera, Serial No. 
371571, retailing at $54.95, and one 
DeJur camera, ‘Serial No. 372997, 
retailing at $99.95, and one ‘X’ 
\camera, Serial No. 105852, retail- 
jing at over $400.” + 


Vance Elects Boulton VP 

| Albert S. Boulton has been elect- 
‘ed a vp of American Lumberman 
|Inc., Chicago, and appointed gen- 
eral manager of all American 
Lumberman & Building Products 
Merchandiser operations. As as- 
sistant to Herbert A. Vance, pres- 
ident of Vance Publications, Mr. 
|Boulton has directed American 
| Lumberman’s advertising sales and 
promotion for the past five years. 
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How the right advertising can give you 


DOUBLE 
IMPACT 


You can get attention from the top buyers in the nation’s fastest- 


growing chains — as well as the millions of customers who use their 


stores—by advertising in the double impact magazine—Everywoman’s! 


Each advertisement in Everywoman’s magazine reaches the 

top buyers in 116 major chains important to you — paving the 
way for your salesmen. (These chains do 29.6% of the nation’s 
chain store business and dominate some of your richest markets. ) 
Everywoman’s reaches nearly two million shoppers — with no 


waste circulation to pay for! 


With this double-impact selling, Everywoman’s helps you !ower 
your costs. And it concentrates your advertising where you 


concentrate your sales. 


Proved by the experience of other advertisers, YOU CAN 
INCREASE YOUR SALES BY CONCENTRATING A 
LARGER PART OF YOUR ADVERTISING AND 
SELLING ON EVERYWOMAN’S 116 CHAINS. 


For costs on a tailor-made marketing 
package for YOU, write: 


Everywoman’s 


MAGAZINE 


NEW YORK...1G East 40th Street, New York 16, N.Y., MU 9-4757 


CHICAGO...35 E. Wacker Drive, Chicago, Ili., RA 6-O802 


SAN FRANCISCO...Whaley-Simpson Company, 55 New 
Montgomery Street, San Francisco, Calif., SUtter 1-4583 


LOS ANGELES... Whaley-Simpson Company, 6608 Seima 
Avenue, Los Angeles, Calif., HOliywood 3-7157 


GETS RESULTS IN THE FASTEST-GROWING CHAINS 


(116 chains whose dollar volume has grown from 272 billion to 5.3 billion in 6 years!) 
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Y out of 10 
are poster readers 


*From Starch Continuing Study of Outdoor Advertising 
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The Editorial Viewpoint. .. 


Equality Under Robinson-Patman 


Despite the fears expressed by the Associated Food Retailers of 
Greater Chicago last week that “the whole food industry is imper- 
iled,” it is our opinion that dismissal of the court suit involving 
Woman’s Day was eminently sensible. 

Readers will recall that A&P, Woman’s Day and three major food 
companies were sued in Chicago federal court by some 20 retail 
and wholesale grocers, for alleged violation of the Robinson-Patman 
law. The suit claimed that advertising placed by the food companies 
in Woman’s Day, which is owned by A&P, was in fact an extra dis- 
count or allowance given A&P stores, and that A&P competitors suf- 
fered because no “proportionally equal” allowance was made avail- 
able to them. 

As Lester Krugman pointed out so well in the series on cooper- 
ative advertising which he did for ApverTIstInG Ace this spring, the 
essence of the Robinson-Patman requirement on co-op advertising, 
advertising allowances, etc.—that all be given an equal opportunity 
to share—“sounds plausible, but in actual practice it creates chaos.” 

Fortunately, the decision of Judge William J. Campbell in dismiss- 
ing the suit based on advertising in Woman’s Day seems to have fol- 
lowed the dictates of common sense, and thus to have avoided add- 
ing a new dimension to the chaos that already exists. 

The judge wrote that it was the intent of Congress that advertis- 
ing payments are not unlawful under anti-trust laws where “adver- 
tising services are rendered as agreed and paid for and where the 
recipient derives only an incidental benefit therefrom.” 

This attitude seems sensible. The Robinson-Patman Act is designed 
to prevent discrimination or unreasonable favoritism. And any ac- 
tion under its provisions should be analyzed from the standpoint of 
whether unreasonable advantage is accorded one competitor or an- 
other. 

As long as advertising in store-distributed magazines like Wom- 
an’s Day is sold on a business-like basis and purely on its value as 
advertising, no unreasonable discrimination exists. 


Admiral Sells the Salesman 


We wish Admiral Corp, well in its new campaign, designed to sell 
its television sets first to the dealer and then to the consumer. Ad- 
miral has decided that “we have to convince the salesman of the 
value of the product, too—and give him good selling points to pass 
on to the consumer.” 

Admiral is righter than it knows, but whether it can do much to 
overcome ineptness and worse on the retail sales floor is problemati- 
cal. The simple fact is that retail salesmanship almost literally does 
not exist. 

E. B. Weiss has been pilloried time and again for his outspoken 
comments in these pages and elsewhere on this subject. He has been 
accused of having a violent anti-dealer bias, among other things, for 
insisting that floor selling is largely a fiction and that advertising 
must carry a greater share of the burden-than ever before. 

We do not profess to speak for Mr, Weiss, but we have no anti- 
dealer bias, and we don’t believe he has. What we think he is saying 
—and certainly what we are trying to say now—is not that retail 
selling can’t be extremely effective, but that right now it isn’t. The 
level of salesmanship on the country’s retail floors is patheticaliy 


Advertising Age 


Trade Mark Registered . THE NATIONAL NEWSPAPER OF MARKETING 
Issued every Monday by Advertising Publications, Inc. G. D. CRAIN JR., 
president and publisher. 8. R. BERNSTEIN, 0. L. BRUNS, J. C. GAFFORD, 
G. D. LEWIS, vice-presidents, C. B. GROOMES, treasurer. 


Published at 200 E. Illinois St., Chicago 11 (DE 7-5200). Offices at 480 Lexington 
Ave., New York 17 (Plaza 5-0404); National Press Bidg., Washington 4, D. C. 
(RE 17-7659); 1709 W. 8th St., Los Angeles 17 (DU 8-1179); 703 Market St., San 
Francisco 3 (DO 2-4994); 520 S. W. Sixth Ave., Portland 4, Ore. (CA 6-2561). 
Member Audit Bureau of Circulations, Associated Business Publications, Mag- 
azine Publishers Association, National Business Publications. 


EDITORIAL 
8. R. Bernstein, editor. John Crichton, executive editor. Jarlath J. Graham, 
managing editor. Don Morris, assistant managing editor 


Senior editors: Washington—Stanley E. Cohen. New York—James V. O’Gara, 
Maurine Christopher (broadcast), Milton Moskowitz (international). Chicago— 
Emily C. Hall (features), Murray E. Crain, Merle Kingman. 

Associates: New York—Charles Downes, Lawrence Bernard, William Kerr, 
Phyllis Johnson, Tom Morris. Chicago—Albert Stephanides, Shirley Uliman, 
Emmett Curme, John 8. Lynch, Betty Cochran, Lawrence E. Doherty. 

F. J. Fanning, editorial production. Elizabeth G. Carlsen, librarian. Corre- 
spondents in all principal cities. 


ADVERTISING 

Jack C. Gafford, advertising director. Gorden D. Lewis, manager sales and 
service; William Hanus, assistant manager; R. W. Kraft, production manager. 
New York: Harry Hoole, eastern advertising manager; James C. Greenwood, 
John P. Candia, David J. Cleary Jr., Louis DeMarco, Daniel J. Long, Alfred 8. 
Reed. Chicago: E. 8. Mansfield, Arthur E. Mertz, Red H. Minchin, David J. 
Bailey. Los Angeles: (Simpson-Reilly Ltd.) Walter 8. Reilly, James March, Roy 
Margrave. San Francisco: (Simpson-Reilly Ltd.) Daryl James Jr. Portland: 
Frank J. MeHugh Jr. 


15 cents a copy, $3 a year, $5 two years, $6 three years in U.S., Canada and 
Pan America. Elsewhere $4 a year extra. Four weeks’ notice required for 
change of address. Myren A. WMartenfeld, circulation director. 


Gladys the beautiful receptionist 
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—William H. FitzSimmons, Benton & Bowles, New York. 
“It says here that men note women.” 


low, and giving every indication of getting lower. If it can be 
raised, the whole economy will benefit greatly. 

So we wish Admiral luck. If nothing else, maybe it can nullify 
the one kind of retail “selling” which we believe is much too prev- 
alent—the kind of “selling” in which the lackadaisical or unin- 
formed salesperson proves his superiority over the shopper by point- 
ing out that the advertised claims are not really to be taken seriously. 


Those Puerto Rico Ads 


If the Drys are going to holler about the appearance of women in 
ads for the Commonwealth of Puerto Rico, part of whose job is to 
popularize the island’s rums, we say let them holler. 


The ads are a bright spot in the liquor advertising picture, and 
for ourselves, we’ll take them in preference to Joe Stetson and friend 
any day. 


= a 


What They're Saying... 


Every Little Color Has impact is of no lesser importance 
a Meaning All Its Own than the testimonial stories and 
Out of context, it is difficult to| the “how-to-do-its.” 
say what meanings specific colors 
will have for people. While it is | 
true that certain common associa- 
tions have grown up around some ‘Last Half Outlook 
of the basic colors such as red| /@sging auto sales—1957 was to 
(danger), black (death), white | be the year of recovery from 1956’s 
(purity), green (fertility), and so | 7isappointing car sales of 5.9 mil- 
on, even these take on different | lion. It didn’t work out that way— 
meanings with variations in| ¢Specially for the merely face- 
brightness, hue and tint, and when | /ifted Chevrolet. With the old 
used in different contexts. Spring pickup gone, industry ex- 
Decisions concerning whether to | Petts revised their estimates from 
use color or black and white in ad- | 8.5 down to 5.8 million. (Some pes- 
vertising and packaging, and deci- | simists privately have cut the fig- 
sions about what colors to use,|Ure down to 5.5 million, which 
should be based on a consideration | seems too bearish.) Will the 1958 
of all the above factors. Qualitative | Chevrolets come back strong? And 
research provides the best means |if they do will this be at the ex- 
of doing this. | pense of Ford and Chrysler or be a 
—John Kishler, Ph.D., New York com- | net addition to next November and 
munications and marketing consultant,| December sales? Nobody knows, 


in “People, Advertising and Market- 
ing,” a monthly bulletin. | least of all the General Motors pro- 
| grammers. 


—James T. Jenkins Jr. in an editorial 
in American Road Builder. 


Knowledge Is Bliss 

There are two sides to every 
magazine: the editorial side, which 
edifies through 
lated to prove valuable to 
and the advertising side, 
purportedly serves the same pur- 
pose. 

At no other time in the history 
of public works has the potential 
in advertising messages been so 
|great, for those pages are a ver- 
litable treasure-chest of ideas and 
knowledge . . . 

We say to you that no more prof- 
itable time could be spent than 
that spent studying the advertis- 


you, 


which | 


—Paul A. Samuelson, professor at 
MIT, in “Economic Outlook for the 
Last Half of 1957," June 29 issue of 
| Business Scope. 


messages calcu-| 


‘Truly American Custom’ 

I see by one of the newspapers 
that this is national hot dog month, 
a truly American custom, signi- 
| fying that July is the month when 

so many of us g€0 on picnics and 
consume so many hot dogs—but I 


began in June! The largest con-| 
| sumption of hot dogs to my knowl- | 


edge is the day when I give a 
picnic at Hyde Park for the 120 
boys who come each year from 


Wiltwyck School—and we had our | 
ing pages in the industry maga-| annual outing last month. 
zines you generally read. Their | 


—Mrs. Roosevelt's syndicated col 


Advertising Age, August 12, 1957 


Rough Proofs 


“Buick apologizes for commer- 
cials on fight telecast,” the head- 
line says. 

Woe to the advertiser who in- 
terferes with reporting the last 
gory details of a tv boxfight. 


The Commonwealth of Puerto 
Rico may leave those controver- 
sial pictures of women in its rum 
ads. 

For one reason, women who 
drink rum seem to have no objec- 
tion to making the fact public. 


The ANA agency quiz via Prof. 
Frey is now going out to media, 
and most of them will probably 
think it ungrateful not to say at 
least a few kind words for the in- 
stitution from which so many 
blessings flow. 


Roosevelt Raceway is putting on 
a big advertising campaign to pop- 
ularize evening harness racing at 
its new track. There’s probably no 
point in telling racing fans it’s just 
as hard to pick ’em at night as in 
the afternoon. 


Albert Sindlinger says the radio 
audience was bigger in July than 
that claimed for television. With 
50,000,000 automobiles rolling 
along the highways, Disney’s 
“Whistle While You Work” has 
been changed to “Listen While 
You Drive.” 


Newsprint production continues 
to run ahead of consumption, the 
Newsprint Service Bureau reports. 

Maybe it will run so far ahead 
that selling newsprint may even 
get competitive again. 


C. M. Oehler says that in the 
new semantics of research, ques- 
tionnaires are no longer tabulated 
or even analyzed, but the job is 
to “evaluate the findings.” 

The extent of the technical vo- 
cabulary has to have some rela- 
tionship to the size of the fee. 


“Consumer optimism wanes, 
buying plans dwindle, U. of Mich- 
igan finds.” 

It’s taken longer than expected 
to pay off those instalment pur- 
chases, 


“Sell us yourself by mail,” sug- 
gests a classified advertiser, who 
turns out to be in the mail-order 
business. 

Nothing could be more logical. 


| A trade association is looking for 
|“skilled writer-reporters” who can 
|dig for facts, and then turn them 
into interesting pamphlets, book- 
lets, brochures, speeches, etc. 

| Is a ghost writer permitted to 
| know who will deliver his 
| speeches? 
| ° 
| The Eye and Ear Man expresses 
wonderment because a kid tv show 
|“was snapped up by a maker of 
business machines.” 

| That advertiser is taking a long, 
|long look ahead. 

Copy Cus 
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Vigorous, perceptive writing tells all about 
“the way the ball bounced” and why. The 
event may be the Army-Navy game at 
Municipal Stadium or a suburban high 
school baseball playoff. Highly individual 
columnists’ opinions spice the news diet. 


Through every section of The Inquirer 
you find page-one impact. The Inquirer 
serves, with careful balance, each of a 
newspaper’s responsibilities . . . informa- 
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tion, aid, entertainment. And thus The 
Inquirer wins its amazing reader loyalty. 


This loyalty moves effectively from editorial 
to advertising columns every day, year 
‘round. And certainly your look beyond 
advertising will explain the need for The 
Inquirer on your next schedule. This view 
has moved more advertisers to place more 
linage in The Inquirer than in any other 
Philadelphia newspaper. 
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A few more busy weeks, and 


... Ford forms an unbroken front in the Battle of Detroit — 
as fresh battalions of Edsels join the front lines 
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READER JAMES J. NANCE, FORD'S VICE-PRESIDENT FOR MARKETING — WITH HIS NEW FULL LINE, 


To the world of business, there is one thing about the Edsel more exciting than the mystery of “what’s 
under that hood.” It is the decade-long transformation of the Ford Motor Co., in its every aspect . . . its 
emergence next month as a full-line auto company .. . its conversion to integrated marketing strategy under 
dynamic industrialist Jim Nance. In these preceding 500 busy weeks, Business Week’s own efficient depart- 
ments surely served at Ford — Production, Marketing, Research, Finance, Labor, Economics, Government. 
For Jim Nance would have no other reason to read this magazine. Nor would President Henry II, Chair- 
man Breech, and 453 other Ford management subscribers. Every word business-useful, Business Week 
delivers twice the business information of any other general-business or news magazine. And among such 


magazines, management men name Business Week “most useful.” You advertise in Business Week when you 
want to influence management men. 
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RAYMOND A. HEISING 
recipient of the IRE 
Founders Award... 

for leadership in 
institute affairs, for his 
contributions to the 
establishment of the 
permanent IRE 


originating the 
Professional Group 
system. 


Raymond A. Heising goes before, pre- 
paring the way for others .. . IRE 
recognizes this pioneer in radio-elec- 
tronics and Institute affairs with an 
award given only on special occasions 
for outstanding leadership. Mr. Heising 
has over one hundred United States 
patents on his history-making commu- 
nications and radio-electronics advances 
and has published numerous technical 
papers in engineering journals. Active 
in IRE since 1920, he has served as 
president of the Institute and in many 
other important capacities. 

Radio is a way of thinking big about 
the world of tomorrow. The Institute 
of Radio Engineers is a professional 
Society of nearly 60,000 men devoted 
to a better world for you through the 
advancement of their science and their 
field of specialization. They read the 
official publication of their Society, 
Proceedings of the IRE — the only 
engineering journal in the radio-elec- 
tronics industry exclusively edited by 


® 


THE INSTITUTE OF RADIO ENGINEERS 


Proceedings of the IRE 


ADV. DEPT. 1475 B'WAY, NEW YORK 36, 1.7. © CHICAGO + CLEVELAND » SAN FRANCISCO » LOS ANGELES 


for 


pioneering 


and for radio-electronics engineers. 

As science-fiction fantasy is con- 
verted to fact, the detailed realities 
first appear in Proceedings. Original, 
authoritative articles by the men re- 
sponsible for these radio miracles con- 
tinue to keep IRE members informed 
as idea based on idea is advanced. 
Earth satellites, FM, TV, color TV, 
VLF, radar, computers, transistors, 
solid state electronics, scatter propa- 
gation, single sideband . . . revolution- 
ary concepts in radio-electronics all 
started and developed in Proceedings 
of the IRE. 


In radio everything is possible .. . 
and IRE remembers the men who 
make it so. Small wonder that IRE is 
remembered in return. Best way to get 
products remembered, if they are sold 
in the radio-electronics field, is through 
advertising on the pages of Proceedings 
of the IRE. If you want to sell the 
radio industry, you've got to tell the 
radio engineer! 


Bolens Promotes Three 

Warren W. E. Thrun has been 
named merchandise manager of 
rotary tillers and power motors of 
the Bolens products division, Food 
Machinery & Chemical Corp., Port 
Washington, Wis, Formerly adver- 
tising manager of the company, 
Mr. Thrun will be succeeded by 
R. Richard Moran Jr., who was 
previously assistant ad manager. 
Jerome Stumbras has been named 
to fill the position vacated by Mr. 
Moran. Mr. Stumbras, prior to 
joining Bolens, served as a lieu- 
tenant in the Army Engineer 
Corps. 


Allman Forms New Division 

Allman Co., Detroit, has formed 
a new sales promotion division 
headed by Robert F. Anthony, for- 
merly an account supervisor of the 
agency. The division’s purpose, ac- 
cording to L. C. Allman, president, 
is to provide promotional and pub- 
licity service for clients. 


Husqvarna Appoints Agency 

Husqvarna Vapenfabrik, Swe- 
dish maker of sewing machines, 
motorbikes and motorcycles, has 
appointed Anderson & Cairns, New 
| York, to handle its advertising. The 
|sewing machines are sold in this 
country under the Viking trade- 
mark. 


Flannery to ‘Farm Journal’ 

Robert E. Flannery has joined 
Farm Journal, Philadelphia, as 
promotional assistant and mer- 
chandising manager. He was for- 
merly an advertising assistant in 
the film division of E. I. du Pont 
de Nemours & Co. 


YOU MIGHT CAST A TROUT FLY 194 FEET* — 


BUT. « « YOU NEED WKZO-TV 


AMERICAN RESEARCH BUREAU 
MARCH 1957 REPORT 
GRAND RAPIDS-KALAMAZOO 


TO “‘MAKE 


NOTE: Survey based on opupiios in the fol- 
apids 
Kalamazoo (18.9%), Muskegon (19.8%), Battle 


lowing proportions—Grand 


Creek (18.5%). 
par tv a”) 


with 100,000 watts 
(42.8%), 
Indiana. 


THEM BITE’ IN 


KALAMAZOO-GRAND RAPIDS ! 


saath Her hating Take a look at those March 1957 ARB figures at the 
a - on left. WKZO-TV is first in 327 out of 416 quarter 
8:00 a.m. te 6:00 p.m. 143 57 hours—or 78.6% of the time! 

a SATURDAY os oe : WKZO.-TY is the Official Basic CBS Television O 

8:00 a.m. to 11:00 p.m. 50 10 ” 4 € utlet 
9:00 a.m. te 11:00 p.m. a - for Kalamazoo-Grand Rapids. Telecasts on Channel 3 


from a 1000’ tower. Serves one of 


America’s top-20 TV markets — over 610,000 televi- 
sion homes in Western Michigan and Northern 


100,000 WATTS — CHANNEL 3 — 1000 TOWER 


WKZO-TV 


Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 


Avery-Knodel, Inc., Exclusive National Representatives 


*Jack Crossfield, San Francisco, California holds this world’s record. 


Advertising Age, August 12, 1957 


Getting Personal 


Harry King, of the Chicago Tribune, has returned home to recup- 
erate following an appendectomy which kept him in the hospital for 
several weeks. He has been badly missed by his confreres of the 
Western Advertising Golfers’ Assn... 

On July 19, Ralph Glazer, account exec with CBS Radio Spot 
Sales in New York, and June O’Sullivan, secretary to Fred Ruegg, 
general manager of KNX, Los Angeles, and the CBS Radio Pacific 
Network, were married in Las Vegas... 

On July 20, Gordon Mason, account exec of KNX, Los Angeles, 
and the CBS Radio Pacific Network, became a father for the second 
time, with the arrival of Craig Campbell... 


HEARTS OF GOLD—Charles H. McArthur, head of McArthur Advertis- 
ing Co., New York, receives a Heart of Gold Citation from John P. 
Cunningham, president of Cunningham & Walsh and chairman of 
the pr committee of the New York Heart Fund. Citation honored 
Mr. McArthur’s work during the 1957 campaign, including a six- 
month Heart Fund display in Grand Central terminal. 


Professorial admen at NYU: William R, Duffy, head tv and mo- 
tion picture art director at McCann-Erickson, will conduct a course 
on “Designing for Television” this fall at New York University’s di- 
vision of general education ... Jerome Hardy, ad director of Dou- 
bleday & Co., will be a guest lecturer at NYU’s course on “What’s 
New in Publishing.” .. Dr. Philip Reichert, vp and director of Do- 
herty, Clifford, Steers & Shenfield’s professional division, will pre- 
side over a “Workshop in Medical Advertising and Promotion”... 
Havis Medwick, business manager of Ruthrauff & Ryan’s radio-tv 
department, will hold forth on “Radio-tv Advertising: Planning the 
Campaign”... Edgar V. Hall, past president of the Assn. of Adver- 
tising Men & Women of New York and director of manufacturers 
and service for Local Trademarks Inc., will teach “Modern Adver- 
tising: Practice & Policy.” .. 


bi 
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TOAST TO A HOLIDAY—Agency and medium men meet at the captain’s 

champagne party aboard the SS Matsonia en route to Honolulu. At 

left is James A. Aitken, account executive of The Perrett Co., Los 

Angeles; next to him, Mrs. Bob McAndrews. Second from right is 

Mr. McAndrews, vp of Station KBIG, Catalina, and at right is 
Mrs. Aitken. 


Penelope Anne Moffat was married in London in mid-July to 
Timothy John Smail, copywriter at Sullivan, Stauffer, Colwell & 
Bayles, New York... 

It’s a sixth child for Oliver A. Ungers, exec vp of NTA Inc. and 
NTA Film Network. This time a girl, Victoria, 6 lbs., 10 oz., born 
July 16... 

Warren E. Kraft, manager of the Seattle office of Honig-Cooper 
Co., has been named one of 25 national counselors to Rotary Clubs 
and will conduct district institutes for Rotary officers in Alaska, 
Alberta, British Columbia, Saskatchewan, Idaho, Oregon, Montana 
and Washington. Mr. Kraft has been a Rotarian since 1942 and is a 
past president in Seattle... 
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In the first half of 1957, advertisers have 
again recognized LIFE’s consistent perform- 
ance as a uniquely effective selling medium. 


The extent of their confidence is shown in 
the chart at right. 


Each week, the largest weekly audience in 
magazine history looks, thinks and responds 
. .. to LIFE’s memorable pictures, meaningful 
words and advertisements that make a deep 
and lasting impression. 


LIF 


9 Rockefeller Plaza, New York 20, N. Y. 


HOW BUSINESS RANKS NATIONAL MAGAZINES 


Total Investment by 


Ranking Magazine Advertisers 
(Jan.-June, 1957) 
1* LIFE $69,311,839 
2 Saturday Evening Post 47,687,795 
3 Time 22,809,557 
4th Look 20,817,663 
5th Better Homes & Gardens 17,141,810 
6 Ladies’ Home Journal 15,188,057 
Th Newsweek 11,268,518 
gth McCall’s 11,007,398 
gtr Good Housekeeping 10,365,428 
10 Business Week 9,843,809 


The next ten magazines rank as follows...11th: Reader’s Digest, $9,190,200— 
12th: U.S. News & World Report, $8,663,927—13th: Farm Journal, $7,448,643 
—14th: New Yorker, $7,084,045 — 15th: American Home, $5,535,778 —16th: 


Source: Publishers’ Information Bureau (gross figures). 


Fortune, $5,229,603 — 17th: Family Circle, $4,734,974 — 18th: Holiday, 
$4,336,877 — 19th: Progressive Farmer, $4,030,149— 20th: Vogue, $3,764,919. 
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COMPELLING CLOSE-UPS OF THE NATION: ITS PROBLEMS ..- AND PLEASURES 
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In New York—where most magazines are weak, it gives your adver- 
tising the selling strength of The New York Times, New York’s big- 
gest advertising medium. 


Across the nation—it carries the contagious influence of the big 
New York market into more than 1,250,000 bigger-income homes and 
large-volume stores. 


Sunday—a big day of buying decisions, The New York Times is 
America’s biggest advertising medium. 


Results will show you why advertisers make this magazine one of 
the Big Three (with Life and The Saturday Evening Post) in con- 
sumer magazine advertising linage. 


THE NEW YORK TIMES MAGAZINE 


Distributed every week with The New York Times, America’s 
biggest Sunday advertising medium, into more than 1,250,000 bigger-income 
homes and large-voilume stores the country over. 


ee a ee eS nk eee ee ae | Swan.) 6 Ce Te ae = ie ‘[S3 nCe  meerck —k R S eRRI in a AAS Ee ce RMS CO she. 07S cg 
Pe i lg en cee Ah ae ia RI i 8 lalla MMMM MI le) ela 
oy og {eae RE as ge Me eS eee fo ee ee As oe re : i oR «in ciliates ir geet e f°, 2 hee ee 
Ser a en ae i I ale ie he. 4 ei Lk ae a” OM Re AN eI oi er 
ee ee OE ee, eS Bi me Oe any wae or ae 
sie : =a Rik one oF eae a a ee a ne Reet tere ‘ : ae ici ak ial Venn ee gi é ‘i die i . - ee oe 
eer ‘ : = : r ‘ . or S 
; a aie 
. ie 
= is 
. > = tie i 
ages 
oe 
Bs 
hore ; a | 
eae Ore 5: 
rap <b ag 
i \ aie 
ee ; 2 
ie a 
ee fai 
nc ae 
vee erie 
a aS 
ie 
*e : aE te 
ie y A — 
ae ; 
7a Pa 
es, on 
ri . Bille fo 
a : wy 
bin ' , oe is 
Nees —_ | 
Pee ‘ 
neg 5 ; 
ee : 
{ 
ie ; . a 
ria | ¥ - ee 
aaa a ee 
: : { ’ ‘ v8 4 Sahib 
Ais ’ ‘ a “ pian 
: : . : ' ioe 
a Sake ht Pe otal 
ae Pian 
. | ; ‘ pie 
r ‘ ; a 
f os } : Z y Rae 
ae i q 1a i , 4 , 
3 ar ; ag 
aie : : ; ae 2 
: os ae 
: hs a 
ts ; +E ek 
wiz ¢. ia 
. = 
Py ee: 
- . 
= Sie = 
es Baie 
w - ‘pa 
a ae 
ae : 4 
ae oe 
ae 
2 : 
: AMERICANA: PERSONALITIES...AND PEOPLE ‘a 
€ le 
s ~ ieiteamtie F eS ee ee Si 
* P E> des | i = ; | s, 
NTE Bs ‘ Seo | The New York Times 
4, i ; ae oe * oe ge ‘ a 
or Py \ , estan a Magazine ia " ie 
S Pt 3 oe 
‘. Si . >» = x, ; ; x ; 
4 - : * > * 
i 3 oe / . 
<a & ’ ’ J 5 
3 ’ . 4 | < A —— Be 
77 ah = + a =r) 
eS - y =a vis 
me fie ZS ath ef ay y ¥ 
he a —- a . ‘sh my 
: f y ies « Sa i 
o . == = wr . s $ in a ae I ' “ ~ a 
= Ed Wynn: Up-and-Coming Actor SaSes: ’ ‘CO ae a = 
oe: SESS _ +t { Y a s 
: = Sartits Feasats SSeS “Jam oP Nee 
si ; : == x. = T= =F = a ae ee ee aay eae 
% Se pene SEE : Sess cs ee se ae ee 
ee peste — = i ° a = ns , ¥ Bie. 7 eS i e P o as 
eee = 2 > SSS S Sst esse SS a & . a 
day I q : ata i 
z 7 al aR EI RT eM ene —: - 
sie se ae ok ins re ie. UA co ke ee ee suis By Rg en en Ps Ae ‘gu icra oe oe 0, per mie é aii se ek oe se avi ae iia ale ie aac Ba ae ree 
ieee 1a en,’ Ce ieee eae eg See CE ee ae oe ae ae ee A eee. ar ee ee ae i oe ip Sonor, ys fk a a a ae st Ey pce di ie hac tee Bs Ai ae a it Sie ai eee ees ee a 
Oe Ee te, ee a ee 
ce ae ze ae: 2 ee ee =e Seen ee pet ee ae ee a eae area i en nS aye gee ae fe Sas. ea abe Si ve on Qe q ate ide 5 ee ee - easels Ee. es ee 
eee. a ae iy wi ge ws eee a Be aegis 2 ay ae et ete le... ees OT ah Seen te sor nee hermes + ee ee ee So pes. ee + ra 
re ae RE a a ane a gh a ed ga ee ge ie GP RR 1 see eee ee. Siege, eee oe’ ee ee Ck PR oe oe AN Ons a eri es "khan 5h nnn ome Mergers! 4-2 


Advertising in Army Times, Air Force Times, and 
Navy Times gets double action in a military market that 
annually (1) spends 29-Billion Dollars 
on defense procurement (2) has consumer buying 


power in excess of 9-Billion Dollars! 
Available in U.S. Editions, Pacific Editions and/or European Editions 


The 


Big? 
Service 
Weeklies 


THE AMERICAN WEEKEND 
THE MILITARY MARKET 
ARMY-NAVY-AIR FORCE REGISTER 


Let us show you how you can get the most advertis- 
ing results in the $38 Billion Military Market ($9 
Billion annual spendable income of U.S. Armed Forces 
personnel; $29 Billion spent annually for military 
procurement). Our nearest office will supply sample 
copies, rates and market data book, ““Timely Facts.” 


ARMY TIMES PUBLISHING CO.: 2020 M St., N.W., Washington 6, D.C. 
U. S. OFFICES: Charleston, S. C., Chicago, Detroit, Honolulu, Los 
Angeles, Miami, New York, Philadelphia, San Francisco 

FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


| Gavren-Quinn, has 


‘U.S. News’ Boosts Circulation | 

U. S. News & World Report, 
which earlier this year announced 
a rate and circulation base increase 
effective in January, 1958 (AA, 
April 1), will increase its circula- 
tion base to “at least 960,000” Jan. 
1, 1958, superseding the scheduled 
increase to 925,000 by March 1, 
1958. Advertising rates, as previ- 
ously announced, will advance 
12.1% for a b&w page, from $4,420 
to $4,970, at that time. 


Stars National Appoints Davis 
Jack Davis, formerly manager 
of the New York office of Mc- 
joined the 
New York office of Stars National, 
radia-ty station representative, as) 
an account executive. 


CBS-TV Appoints Stone 


Nathan Stone, formerly director 
of research of Mutual Broadcast- 
ing System, has been named to 
the station relations staff of CBS 
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U. of I. Journalism College 
Names Heads of 3 New Units 
Three faculty members have 
been appointed heads of new in- 
structional units in the University 
of Illinois college of journalism 
and communica- 
tions, effective 
Sept. 1. Prof. C. 
H. Sandage will 
administer the 
division of ad- 
vertising; Prof. 
Theodore Peter- 
son, the division 
of journalism, 
and Prof. H. V. 
Cordier the divi- 
sion of radio-tel- 
evision. Prof. 
Sandage, who joined the University 
of Illinois faculty in 1946, is author 
of texts, monographs and maga- 
zine articles and has served as a 
consultant on marketing and ad- 
vertising research problems to a 
number of companies and govern- 


C. H. Sandage 


ment agencies. 

All three will report to a new 
dean of the college to be appointed 
as successor to Prof. Frederick S. 
Siebert, who has resigned. 


WAAM to Become W/]Z-TV 
Dougherty Heads Station 

Westinghouse Broadcasting Co. 
will change the call letters of its 
newly acquired Baltimore tv sta- 
tion from WAAM to WJZ-TV in 
September. The WJZ call letters 
were assigned originally to a West- 
nghouse New York station in 1921. 
The call letters and the station 
passed on to NBC Radio and later 
to the American Broadcasting 
Network. The letters became in- 
active when American Broadcast- 
ing changed its radio flagship to 
WABC in 1953. 

Joseph P. Dougherty, formerly 
assistant sales manager of KYW- 
TV, Cleveland, has been named 
| sales manager of the Westinghouse 
| Baltimore outlet. 


| Television, New York. 
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Two Join Petry on Coast 

Carroll McKenna, formerly na- 
tional account executive of the 
Ib Radio Advertising Bureau, and 
uy Paul Kennedy Jr., formerly an ac- 
* count executive with KABC-TV, 
Storz Station Los Angeles, have joined the Los 
.¢ ” Angeles office of Edward Petry & 
cities Co., radio-tv station representa- 

tative, as account executives. 


How Did Otis 
Get The Photos? 


Otis Elevator won an Associated 
Business Papers award tor iis series 
of ads built around unusual photo- 
graphs of 12 cities. Getting the 
photos, however, was no easy job. 


In the big September issue of 
ADVERTISING REQUIREMENTS, 
ou'll read the interesting story 
hind the Otis pictures which in- 
volved an unusual combination of 
day and nighttime photography. 


Photography, art, production, di- 
rect mail, audio & visual aids, layout 
& typography, premiums, prizes & 
specialties, radio & tv production, 
signs and identification materials, 
packaging & labeling . . . you name 
it — anything and everything that 
an adman must know and do — 
except buy time or space — is the 
meat of ADVERTISING REQUIRE- 
MENTS. 


In each of these major markets, it isn’t even close; 
more radios are tuned to the Storz Station than to any other. 


MINNEAPOLIS-ST. PAUL... WDGY ~1 
Hooper, Trendex, Pulse—all day. 

See Blair or GM Jack Thayer. 

KANSAS CITY ... WHE ~1 

Metro Pulse, Nielsen, Trendex, Hooper ; 
Area Nielsen, Pulse. See Blair or 

GM George W. Armstrong. 

NEW ORLEANS... WTIX =1 

Hooper, Pulse. See Adam Young or GM 
Fred Berthelson. 

MIAMI...WQAM =1 T 2 1 ; 

Hooper, Pulse, Trendex. See Blair ry a year’s (12 issues) service 


by clipping this ad, attach your $3 
or GM Jack Sandler. check and Tetterhead, and mail today. 


Your money back once you're 
not delighied with AR 


Advertising Requirements 
Workbook of Advertising 
& Sales Promotion 
200 E. Illinois Street, Chicago, Illinois 


WDGY Minneapolis St. Paul 
WHB Aansas City 
WQAM Miami 


REPRESENTED BY JOHN BLAIR & CO. 


7ODOAY'S RADIO FOR TODAY’S Bins ine TODD STORZ, PRESIDENT 
Pe oe i a : WTIX New Orleans 


REPRESENTED BY ADAM YOUNG INC. 
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§ Woman’s Day wins 


court decision 


Here are excerpts from 
Federal Judge William J. Campbell’s 


decision on Thursday, July 25th: 


Judge Campbell dismissed the charges against Woman’s Day, A&P, General Foods, 
Hunt Foods and Morton Salt, ruling “‘J find absolutely no conduct on the part of any 
defendant that could, in any conceivable way, be construed as violative of any of the 


anti-trust laws.’’ 


In his 111-page opinion, Judge Campbell found that ‘‘Woman’s Day magazine met 
the test to which each of the Defendant Suppliers placed any magazine, passed it, and, as 
a consequence, each of the Defendant Suppliers placed their advertisements therein.’’ 

He observed that ‘‘Woman’s Day is accepted by the public as an excellent magazine 
and by established advertising agencies as an excellent advertising medium.” 

Judge Campbell also said, ‘‘Woman’s Day has always sold its advertising space 
including that sold to Defendant Suppliers, solely on its merits as advertising and on no 


other consideration.”’ 


Needless to say, we are gratified by this decision in 
the U.S. Federal Court, which affirms the independent 
position of WOMAN’s Day as an effective advertising 
medium. 


From its first issue, WOMAN’s Day has been sold to 
women on the basis of helpful ideas that would improve 
their homemaking and home life. And from its very 
first issue, WOMAN’S Day has always been sold to its 
advertisers on the basis of this 100% single-copy audi- 
ence of women who bought each copy of the magazine 
for these helpful ideas. WOMAN’s Day has been sold to 
its advertisers on this basis alone and no other. 


During the last 17 months while this suit was in the 
court, we carried out a large-scale program to make 
WoMAN’s Day a more attractive publication to the 
consumer, and therefore to the advertiser. We have 
directed the book more and more toward the younger 
housewife. We have made it a smarter-looking book 
from cover to cover. We have brought in new ideas and 
new departments. And strong circulation gains are 
being registered with every issue. 

You will find that the WoMAN’s Day of today is a 
more vigorous editorial and advertising medium than 


ever before. Woman’s Day 
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io- WAVE-TV 


‘Food Retailers 
Hit Government 
for ‘Buck-Passing’ 


(Continued from Page 3) 

“No other industry except food 
|operates on a net profit of less 
than a penny per dollar taken in,” 
he asserted. “Yet, the bureaucrats 
| shroud this fact with suspicions 
of rising food costs to avoid the 
finger of blame being pointed at 
staggering budgets.” 

He suggested that the public 
jcould be made more aware of 
ithese taxes if companies would 
— full wages every other pay 
check and take all taxes out of 
| the alternate ones. 


|# Mr. Bromann was also origina- 
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LOS ANGELES 
SAN DIEGO 


Whether you ship to one of the 80 cities 
on the Main Line Airway —the only air- 
line route linking the East, the great 
Midwest, all the Pacific Coast and 
Hawaii—or to any other point in the 
nation or the world, ship United! 


United’s Reserved Air Freight (space 
cleared and held for your shipment on 
any United flight), frequent schedules, 
single airbill and door-to-door delivery 
service all help to speed your shipment 
and simplify your shipping. 

Whenever you ship, wherever you 
ship, call United first! 


AIR LINES 


Examples of United’s low Air Freight rates 


per 100 pounds* 


CHICAGO to CLEVELAND . $4.78 
NEW YORK to DETROIT $5.90 
DENVER to OMA! 4 $6.42 
LOS ANGELES to SEATTLE . . $9.80 
CHICAGO to LOS ANGELES . $17.75 
PHILADELPHIA to PORTLAND . - $24.15 


*These are the rates for printed matter. They are 
often lower for large: shipments. Rates shown are for 
information only, are subject to change, and do not 
include the 3% federal tax on domestic shipments. 


For service, information, or free Air Freight booklet, call the nearest United Air Lines Representative 
or write Cargo Sales Division, United Air Lines, 36 South Wabash Avenue, Chicago 3, Illinois. 


SHIP FAST...SHIP SURE... SHIP 


UNITED 


Advertising Age, August 12, 1957 


tor of a resolution passed by con- 
vention delegates yesterday laud- 
ing newspapers as the “bargain 
media” for food retailers. 

The resolution said, in part: 
“With competition at the high- 
est peak in food history, retailers 
must avail themselves of every 
promotional weapon to maintain 
sales volume. Newspaper adver- 
tising is a bargain medium that 
will return many times its original 
investment. 

“No other form of advertising,” 
the resolution goes on, “reaches 
the home faster nor has greater 
readership than the daily newspa- 
per. Individual retailers who are 
not able to set up a sufficient ad- 
vertising budget for their own 
newspaper program should plan a 
cooperative program with other 
local food men. Once they estab- 
lish themselves as advertisers in 
their daily newspapers they auto- 
matically become recognized by 
readers as their community’s lead- 
ing food merchants.” 


s Having bowed low in the direc- 
tion of newspapers, the association 
also accepted a sort of indirect 
curtsy from no less a personage 
than Mrs. Eisenhower. 

In answer to a letter from Ed- 
ward Wimmer, vp of the National 
Federation of Independent Busi- 
ness and a NARMFD convention 
speaker, Mrs. Eisenhower’s secre- 
tary, Mary Jane McCaffery, wrote: 

“ . . the White House—and Mrs. 
Eisenhower—deal almost exclu- 
sively with independent stores in 
and around Washington. In ad- 
dition, the first lady frequently 
stops at roadside markets and 
small stores enroute to her Get- 
tysburg farm.” 

“Contrary to press reports, she 
does not save green stamps,” Miss 
McCaffery added. 

NARMFD is circulating repro- 
ductions of the letter to trade pa- 


THE WHITE HOUSE 
WASHINGTON 


July 3, 1957 


Dean Mn. Wimmer, 

In Mrs. Eisenhower's absence in Geltys- 
burg, permit me to acknowledge your Letter 
of June tenth. 

First, may 9 say that the White House-- 
and Mrs. Eisenhower--deal almost exclusi: 
with independent stones in and around Wash- 
ington. In addition, the Jinst Lady gr0- 
quently stops at roadside markets and small 
stones enroute to her Gettysburg farm. (Con- 
trary to press reports, she does not save 
preen slanps, 

Thank you gor your interest in writing. 


Sincerely, 
otk » Q<Gofr z 
Jane McC ag fre 


Secretary to Mrs. Eisenhower 


Mr. Edward Wimmer 
National Jederation of Independent Business 


pers and to its affiliated local as- 
sociations for their own publica- 
tions. Wider circulation of it may 
be worked out later. 


s The association’s meeting next 
year will be held in Milwaukee 
about the first week in August. 
New cificers elected were Louis 
Gallowitz, Cleveland, president; 
Fred Unger, Cincinnati, and Henry 
Vree, Chicago, vps, and Roy Giese, 
Milwaukee, treasurer. Charles H. 
Bromann was re-elected secretary. 


Timken Roller Bearing Co. 
Will Sponsor Two TV Specs 
Timken Roller Bearing Co., 
Canton, O., and not Timken-De- 
troit Axle division as erroneously 
reported by ADVERTISING AGE, will 
sponsor “Eleven Against the Ice” 
Sept. 23 on NBC-TV (AA., Aug. 
5). This is the first of two spe- 
cials planned by Timken Roller. 
The second hour tv spectacular 
is scheduled Nov. 21 when “The 


Innocent Years” will be aired on 


NBC. 
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Newsweek's New Western 
Advertising Unit gives you the 


power and prestige of national magazine ad- 
vertising . . . top-drawer circulation . . . yet 
lets you buy and pay for only the Western segment. 
A prize package! 200,000 circulation situated 
in 11 Western states, plus British Columbia, 
Alaska and Hawaii... | 


A great concentration of executive, high- 
income, communicative* people. This is 
the audience so highly valued by advertisers 
that NEWSWEEK was the only general weekly 
magazine to show important advertising 
page gains during the first 6 months of 1957. 


Here, in brief, are the essential facts of 
NEWSWEEK’s Western Area Advertising Unit: 


CIRCULATION: ** 


Rates based on 200,000 net paid in 11 
Western states plus Alaska, Hawaii and 
British Columbia. 


RATES: 


$1,400 per B&W page 
$1,770 per 2-color page 
Frequency discounts available. 


MECHANICAL: 


Page units only. Available in B&W or 
2-color. Copy closing—three weeks 
preceding date of issue. The Unit 
will have the same mechanical 
requirements as the regular 
NEWSWEEK edition. 


*K Communicative: People 
with the dynamic capacity for 
influencing the opinions, actions, 
purchases of others in their 
business, home, social and com- 
munity affiliations. 


**Rates based on 215,000, 
effective with the January 6, 1958 
issue, will be $1,500 per B&W page, 
plus $400 for 2nd color. 


Newsweek... 


the magazine for com.mu’n1-ca’ tive people 
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Detroit Makes Plenty of Cars, So Jaguar 
Sells a ‘Way of Life,’ Martin Tells AA 


New York, Aug. 6—‘“Detroit 
makes all of the automobiles 
Americans need.” 

Strange as it may seem, this is 
the viewpoint of Everett Martin, 
vp in charge of advertising and 
sales for Jaguar Cars North 
American Corp., importer of the 
sleek British Jaguars. 

In an interview with ApDveER- 
tistinc Ace, Mr. Martin explained: 
“We're not selling an automobile 
so much as a way of life.” 

This, Mr. Martin added, is the 
philosophy behind the new ad- 
vertising approach adopted by 
Jaguar this year and scheduled 
to continue in 1958. 

The approach is basically high- 
fashion. The Jaguar is being 


EE 


SOPHISTICATED—Jaguar uses Bouché 

illustrations to sell not an automo- 

bile but a “way of life” to Ameri- 

can buyers. Cunningham & Walsh 
is the agency. 


shown in luxurious settings. Print 
ads are dominated by Bouché il- 
lustrations, Bouché being a lead- 
ing fashion artist. 

Copy is held to a minimum. 
The latest Jaguar ads, introducing 
the XK-150 coupe, has only five 
crisp sentences under the four- 
color Bouché drawing: 


s “Continuing in a great tradi- 
tion, Jaguar competition cars re- 
cently have achieved the most 
dramatic victories in the entire 
history of racing. These tests 
of endurance are the proving 
grounds for Jaguar dependability 


NEW LONDON 
Food Sales— 
Tops in 
Connecticut! 


Average family food sales 
ore higher in New London 
than in any other Connecti- 
cut city with a population of 
25,000 or more. Are you 
getting your share of their 
dollars? (SM ‘57 Survey) 


Use The Day—New lLon- 
don's only daily—for positive 
coverage of this high-spend- 
ing, isolated 61,547 ABC 
City Zonel 


Che Bay 


NEW LONDON, CONNECTICUT 
Notional Representatives: 


GILMAN, NICOLL & RUTHMAN 


and safety, now combined with 
classic styling and incomparable 
elegance in the Jaguar XK-150 
sports touring car. 

“This Jaguar ensures you the 
maximum safety of four-wheel 
disc brakes, the first production 
line car in the world to be so 
equipped. Available with auto- 
matic or manual shift.” 


agency, Cun- 
feel that the 


Jaguar and it 
ningham & Wals 
Bouché art work - an effective 
vehicle to sell so;)\istication. The 
company is spending $100,000 in 
newspapers and $20,000 in mag- 
azines this year. 

Mr. Martin, who has been at 
the Jaguar helm since the British 
manufacturer organized a subsid- 
iary here in 1952, believes that 
“a dramatic change is taking 
place in the sports car market.” 

Formerly, he pointed out, the 


Jaguar appealed mainly to the 
sports car afficianado, who was 
interested in performance rather 
than “creature comforts.” He 
wouldn’t be caught dead in a 
closed car. 


= Now, Mr. Martin said, this ele- 
ment has become a small factor 
in Jaguar sales. Today’s buyers 
emphatically do want the “crea- 
ture comforts” along with the 
performance. They want better 
heaters, fancier interior fittings 
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and automatic transmission—all 
of which Jaguar is supplying in 
its new models. Significantly, half 
the Jaguars sold now are sedans. 

Also, prices have gone up. You 
can’t buy a Jaguar today for less 
than $4,300. 

According to Mr. Martin, sports 
car manufacturers have been held 
back at times by a vocal minority 
which has resisted change. As an 
example, he pointed to the MG, 
top-selling sports car in America. 
MG owners, he noted, screamed 


If you sell to truck and bus fleets 
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that sales would be eroded if the 
classic lines of the car were 
changed. “Well, MG changed its 
design and what happened? Sales 
shot up to a new high.” 


® Jaguar has maintained a con- 
sistent sales clip of 3,500 cars a 
year. Mr. Martin said that a fire 
at the British plant earlier this 
year has hampered sales by 25%. 
“We're up to here in orders,” he 
said. 

In 1958, Mr. Martin predicted, 


Jaguar will sell more than 7,000 
cars in the U.S. market. 


s Another significant change in 
the foreign car market noted by 
Mr. Martin is the “opening up of 
the Midwest.” Until now, the for- 
eign car market has been con- 
centrated in the coastal states. 
Mr. Martin pointed out that in 
1955 Michigan and Ohio were the 


tenth and ninth states, respective- | 
Abbeville, WSNW, Seneca, and Minnesota Paper Boosts 2 


ly, in foreign car sales; today they 
rank eighth and seventh, respec- 


tively. : |bile, and WCOV and WRMA, 
Jaguar, which had 165 dealers Montgomery, Ala.; WSAI, Cincin- 


in 1955, today has 335. # ‘nati, and WOHO, Toledo, 0O.; 


WAVZ, New Haven, Conn.; WCTC, 
RAB Adds 26 New Members |x. 3B ade eee 
Radio Advertising Bureau, New runs , 3 4 


York, added 18 U.S. and two for- peng N.Y.; WIBG, Phila- 


, delphia; . in, inn.: 
eign nations 10 its membership i pAB et Cajon “Cars MIE 
the last month. Foreign stations | youcton: KNEW Spokane; acumen 
joining are CJON, St. Johns, Nfld.,| North Platte, Neb., and KRDU, 
and 2-UW, Sydney, Australia. New Dinuba. Col. ° ’ ’ 


stations in the U.S. are WABV, 


WSSC, Sumter, S.C.; WALA, Mo-' Gerald F. Hoppe has been named 


...you can sell best in 


COMMERCIAL 
~ CAR JOURNAL 


... the only magazine you need to reach the truck 
and bus fleet market. Its 45,500 fleet management 
readers operate approximately two million trucks, 
half a million trailers, 300,000 passenger cars, 
85,000 revenue buses, plus approximately 200,000 
pieces of specialized equipment in the fast expand- 
ing highway construction field. In addition 5500 
copies are read by companies vitally interested in 
fleet activities—truck dealers and truck component 
specialists, engine rebuilders, construction equip- 
ment distributors, and government agencies—all 
selling, buying or servicing the products made and 
sold by CCJ advertisers. This is the sharply de- 
fined, easily identified, accessible market blanketed 
by Commercial Car Journal. The publication has 
been the accepted leader in its industry for more 


‘ than 45 years. 


o © 


© 


Commercial Car Journal is issued by Chilton Company, the most diversified publisher 
of trade and industrial magazines in the country—a company with the resources and 
experience needed to make each of its 15 publications outstanding in its field. 

In keeping with Chilton policy, Commercial Car Journal is produced by a highly 
competent and experienced staff whose sole purpose is to cover its field with such 
editorial excellence and strict quality control of circulation as to assure confidence on 


the part of readers and advertisers alike. 


Chilton 


COMPANY 


Chestnut and 56th Streets » Philadelphia 39, Pennsylvania 
CHILTON PUBLICATIONS: Department Store Economist + The Iron Age « Hardware Age 


Spectator « Automotive Industries 


« Boot and Shoe Recorder « Commercial Car Journal 


Butane-Propane News « Electronic Industries « Jewelers’ Circular-Keystone - Motor Age + Gas 
Optical Journal & Review of Optometry - Hardware World. Distribution Age + Book Division 
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manager of the new advertising 
and promotion department of Min- 
nesota & Ontario Paper Co., Min- 
neapolis. Mr. Hoppe formerly was 
sales promotion manager of the 
company. Ralph H. Rodlun has 
been promoted from assistant ad- 
vertising manager to assistant 
manager of the corabined depart- 
ments. William C. Reker resigned 
as ad manager of the company to 
join Mullen & Associates, Min- 
neapolis. 


Seattle Papers Boost Price 

The Seattle Post Intelligencer 
and Seattle Times have raised 
their subscription rates. The Post 
Intelligencer has increased its 
combined daily and Sunday sub- 
scription cost from $1.85 to $2 a 
month. The Times boosted its price 
from $1.75 to $2. Subscription price 
of both newspapers daily only 
went from $1.20 to $1.30. The 
newsstand cost of both papers’ 
Sunday edition has been increased 
to 20¢, a boost of 5¢. 


The 


otra 


CBS Radio 
||| Pacific Network 
| doesn’t miss 
| a thing! 


“SNP SEE LEAR ICO INCE 


Consider first 

the 3 

Pacific Coast states. 
Their vast 

323,000 square miles 
contain almost 6 
million radio homes. 
Well, sir, it takes 

¢ ‘ 245,000 watts 
/ » ii ) of well placed power 
to reach ‘em ail. 

We have it! And if 
you market 

in the 8 other far 
west states, 

we offer you our 
Mountain Network 
to bianket that 
area, too! That's why 


oo.9, 
e.% 
> 


we don’t miss 
S a thing 
Be —and neither 
ce does the advertiser 
sags: who depends 


on us. 


NETWORK 


REPRESENTED BY CBS RADIO SPOT SMES 
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Radio, Newspapers 
Join Effort to Stem 


N.J. Power Failure 


Newark, N. J. Aug. 6—Public 
Service Electric & Gas Co. recent- 
ly had a hot weather power break- 
down and called on newspapers 
and radio stations for help. 

On July 22, in the middle of a 
heat wave, with the temperature 
over 90°, Public Service encoun- 
tered mechanical failure of two 
large electric generators at the 
same time that other generating 
equipment was shut down for rou- 
tine servicing. 

Electric consumption was at a 
peak, with every air conditioner 
and electric fan in this area oper- 
ating at maximum capacity. The 
breakdown threatened power fail- 
ure for industrial and commercial 
users as well as householders. 

To prevent this, the company 
took to the telephone and called 


every daily newspaper in the state | 


and all radio stations in New Jer- 
sey and the New York metropoli- 
tan area. 


® The result was a flood of radio} 


newscast items and newspaper 


stories asking Public Service cus-| 
tomers to curtail electric consump- | 


tion wherever possible to prevent 
a power failure. 


It brought results. The emer- 


gency was averted. Mechanical 


repairs were made. 

The utility company immedi- 
ately placed quarter-page ads in 
all New Jersey dailies, expressing 
its thanks to its customers, with a 
special note of thanks to the press 
and radio. In addition, four one- 
minute spots carrying the same 


message were bought on 16 radio |i 
stations in the New Jersey, New |@ 


York and Philadelphia areas. 

The tag line of both newspaper 
and radio messages read: “To the 
newspaper and radio industries— 
for helping in curtailing power 
consumption and for splendid co- 
operation in quickly getting our 
plea to the public.” 

Williams & London, here, is the 
agency. # 


Kino Joins Duraclean 

Robert S. Kino has been named 
advertising manager of Duraclean 
Co., Deerfield, Il. He formerly was 
business manager of Chicago 
Stagebill. 


NOT ONE 


Separa 


COVER THE 


Fabulous Southwest 


Oue low rate 


eee BUYS BOTH! 
The £1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


OVER 92,000 DAILY 


Mercury Booms Trade-In 
in August Promotion 

The Mercury division of Ford | 
Motor Co. 
trade-in promotion in August, 
|during which it says car owners 
|buying a new Mercury will find 
the trade-in allowance on their 
old cars higher than usual. Back- 
ing the drive will be a $1,000,000 
schedule of spot radio, newspaper 
and tv advertising. 

Spot radio will cover the top 40 
markets, and the auto compa- 


is running a special|4 “Ed Sullivan Sh 


ny’s 3,100 dealer: ill use local 
tv, radio and newspapers to an- 
nounce the promvi::n. The Aug. 
’ (CBS-TV) 
announced the p 
yon & Eckhardt is thc 


Worn Named VP of Caruso 

John J. Worn he: been named 
vp of the Caruso Advertising 
Agency, Chicago. \\:. Worn, for- 
merly an account executive of the 
agency, will continue in that ca- 
paeity as well, 


agency. 


Fisher, Schnitzer Merge; 

Agency Adds Three Accounts 
E. E. Fisher Associates and Ber- 

nard B. Schnitzer Inc., San Fran- | 


combined agency will operate un- 
der the Schnitzer name. Mr. Fish- 
er will become vp in charge of 
marketing and merchandising. 
Lloyd Lomax will remain with the 
new agency as Mr. Fisher’s assist- 
ant. 

The Schnitzer agency has been 
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| appointed to direct advertising for 
| Flintridge China Co., Pasadena; 
| Cahill Ltd., West Los Angeles, and 
iN. S. Gustin Co., Los Angeles. The 


»motion. Ken- | pisco agencies, have merged. The | 2ccounts will be serviced from the 


agency’s Los Angeles branch. 
Sicnolf Named PR Manager 


Albert J. Sicnolf, community 
relations executive of Chesapeake 
& Ohio Railway, Cleveland, has 
| been appointed public relations 
|manager of C&O’s eastern region, 
| headquartering in Richmond, Va. 


ABOARD Ocean liners, po- 


lice and Coast Guard boats, 
tramp steamers, fire boats. 


” FILMED ON LOCATIONS 
_ NEW AND FRESH TO TV! 


ALOFT in Port Authority 


helicopters and Coast Guard 
planes. 
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Offer Ad Training Program 
Campbell-Ewald Co., Detroit, 
and the University of Michigan | 
have collaborated to offer selected 
graduate students an “unprece- 
dented fellowship program” that Admiral to Build Sets in L. A. 
will lead to newly created certifi-| Plans to build a California mod- 
cates in advertising. The course is|e] ty receiver in its Los Angeles 
being backed by a grant to the| facility have been announced by 
University Fellowship Fund by | Admiral Corp., Chicago. The com- 
the Campbell-Ewald Foundation. j|pany’s distributing branches in 
Culver Eisenbeis of St. Louis, a|San Francisco, Fresno, Los An- 
Princeton and U. of M, master in| geles and San Diego will feature 


journalism, was named for the 
two-year fellowship. S. J. Rozema, 
secretary and personnel director, 
heads the training program for 
the agency. 


the new tv set in addition to the;one of its immediate goals, the champagne, 


29 
has appointed Gib- 


regular 1958 Admiral line. The|committee has decided to help |bons-O’Neill, New York, to handle 
California-styled tv console will|“one leading manufacturer” pro- |advertising and public relations. 
have a new 110° picture tube and | mote the sale of an estimated 4,-| Campaigns are scheduled for na- 


slimline styling. 


Gas Air Conditioning 

Gets Green Light trom AGA 
Immediate steps to support gas 

air conditioning programs of all 


manufacturers in the field have! 


been initiated by American Gas 
Assn.’s newly organized air con- 
ditioning promotion committee. As 


|sparkling burgundy 


600 gas air conditioners during | 


the present year. Other manufac- | 
turers will be assisted in tapping | 


the air conditioning potential. 


Robinson-Lloyds to Gibbons 
Robinson-Lloyds Ltd., Great 
Neck, N. Y., sole U. S. distributor 
of Dry Imperator 
and pink 


WENDELL COR 


* tion of the Port Authoritiés. — 
er anidptineds st Sar. 


ASHORE in warehouses, 


Customs Offices, 
PP. Baas Laboratories. 


HAMM'S BEER 
MILES LABORATORIES 
(Alka-Seltzer, 
One-A-Day Tablets) 
BLUE CROSS in Buffalo 
KROGER 
SQUIRT BOTTLING 
KBAK-TV—Bokersfield 
KBOI-TV—Boise 
WNAC-TV —Boston 
KYW-TV—Cleveland 
WTVY-TV—Dothon, Ala. 
WFGA-TV—Jacksonville 
KTTV—tLos Angeles 


AS CHIEF OF THE HARBOR COMMAND 


SALES MOUNTING FAST! 


Scores of markets already bought by: 


WTVJ-TV—Miami 
WOR-TV—New York City 
WKY-TV—Okichoma City 
WCAU-TV—Philadeiphia 
KPHO-TV—Phoenix 
WIIC-TV—Pittsburgh 
KSL-TV—Salt Loke City \ 
KRON-TV—Son Francisco 
WDAU-TV—Scranton, Pa. 
KOVR-TV—Stockton 
KINT-TV—Seottie- Tacoma 
WTVT—Tampa-St. Petersburg 
KTVX-TV—Tulso-Muskogie 
WDSU-TV—New Orieans 


Bec HUACT THAT 


BRINGS VIEWERS BACK! 


champagne, 


tional magazines, trade publica- 
tions, mewspapers and spot tv. 
Former agency was Ben B. Bliss 
& Co., New York. 


Chicago Ad Workshop Set 

The sixth annual Chicago area 
advertising workshop, featuring 
two new specialized categories, 
will begin Sept. 16 at the Morri- 
son Hotel, Chicago, with a free 
meeting dealing with the poten- 
tial and future of the individual 
in advertising. Enrollees will meet 
once a week for the following 
eight weeks for a do-it-yourself 
concentrated “course” in the field 
that interests them most. 


Kurtz Named Ad Manager 
James E. Kurtz has been named 
advertising manager of Insulation 
Manufacturers Corp., Chicago. He 
previously was with the indus- 
trial advertising division of Auto- 
matic Electric Co. 


Weekend 


MAGAZINE 


The 
biggest 
single 
selling 
force 

in 
Canada 


Greatest Circulation 


— 500,000 more than the 
next publication 


Greatest Coverage 


— 2 out of 3 of all the Eng- 
lish speaking urban families 


|| Greatest Dollar Volume 


|| — half again as much as any 
other magazine. 


|] Represented in the United States by: 


O’Mara & Ormsbee — 
New York, Chicago, 
Detroit, Los Angeles, 

San Francisco 


Weekend 


MAGAZINE 
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Bradford, Perrottet Named 
to Chair NBP Committees 

Edward B. Bradford Jr., vp, 
Variety Store Merchandiser Pub- 
lications, has been appointed chair- 
man of the committee on advertis- 
ing and public relations of National 
Business Publications Inc., Wash- 
ington. Vice-chairman of the com- 
mittee is Ray G. Richards, vp, 
Conover-Mast Publications. Com- 
mittee members are Russell H. 
Babb, general manager, The Night- 
ingale Press; Nathaniel Beck, vp, 


Putman Publishing Co.; T. Rich- 


‘ard Gascoigne, president, Hayden 


Publishing Co.; Robert L. Hart- 
ford, business manager, Machine 
Design, and Robert E. McKenna, 
vp, Chilton Co. 

Louis J. Perrottet, vp, Gage Pub- 
lishing Co., has been named chair- 
man of NBP’s committee on agen- 
cy membership. William A. Wilson, 
president, Pit & Quarry Publica- 
tions, is vice-chairman. Members 
are Granville M. Fillmore, vp, 
Gardner Publications; B. P. Mast 


Jr., vp, Conover-Mast Publications; | 
Lucian Neff, vp, Moore Publish- 
ing Co.; Allan J. Oppenheim, pub- | 
lisher, Western Advertising, and 
A. F. Voss Jr., vp, American Paint 
Journal Co. 


Eastman Kodak Names Ford 
Francis J. Ford has been ap- 
pointed manager of amateur Cine 
advertising for Eastman Kodak 
Co., Rochester, N.Y. He succeeds | 
Frank R. Knight Jr., who retired 
in June. Before joining Kodak, Mr. | 
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Ford was a copywriter for the old 
Lord & Thomas agency, sales pro- 
motion director of National Dis- 
tillers and an account executive 
with Donahue & Coe. 


Wehr Joins H. W. Buddemeier 

Frederick T. Wehr has joined H. 
W. Buddemeier Co., Baltimore, as 
radio-television director and ac- 
count executive. He had been ra- 
|\dio-television director of the Bal- 
‘timore office of Joseph Katz Co. 
for the last four years. 


OPENER—A topsy-turvy view en- 

tices readers to unwind the six- 

page vertical gate-fold ad boosting 

the “My Love” promotion by 

Formfit Co. and Julius Kayser & 
Co. 


Formfit, Kayser 
Coordinate Styles, 
Plan “My Love’ Push 


Cuicaco, Aug. 6—A_ six-page 
vertical gate-fold ad—the first of 
its kind in advertising history, ac- 
cording to Formfit Co.—will ap- 
pear in Vogue Oct. 1 to herald a 
new fashion coordination by Form- 
fit and Julius Kayser & Co. 

The two companies are provid- 
ing matching ensembles of bras- 
sieres, girdles, slips and petticoats 
by using not only the same colors 
but the same lace and design mo- 
tifs. “Never before has such a per- 
fect match been achieved,” accord- 
ing to Arthur H. Baum, Formfit's 
ad director. 

The presentation is named “My 
Love” after a perfume by Eliza- 
beth Arden. A “My Love” per- 
fume ad precedes the six-page lin- 
gerie ad. 

Agencies involved are MacFar- 
land, Aveyard & Co., Chicago, for 
Formfit, and 425 Advertising As- 
sociates, New York, for Kayser 
and Elizabeth Arden. # 


WKIT Names Cavallaro 

Augie Cavallaro, formerly with | 
DuMont Broadcasting Corp., has | 
been named vp and general man- | 
ager of WKIT, Garden City, N.Y. | 


The Use of 
Christmas Gifts 
in Business 


In the September issue of ADVER- 
TISING REQUIREMENTS, the edi- 
tors present the 5th annual report on 
Christmas gift-giving practices. 


This informative article is based 
on a unique survey conducted by 
AR through an insert bound into the 
February, 1957 issue. Includes a 
checklist of AR readers’ favorite 
business gifts — and those they like 
the least. 


This report is typical of the un- 
usually-helpful type of information 
you'll find in every issue of AR — 
about every aspect of advertising 
production, promotion and merchan- 
dising. 


Try a year’s service (12 issues) 
ase beginning with the September issue. 
oe Just attach this ad to your letter- 
e head with $3, and mail today. Your 
satisfaction guaranteed your 
money back anytime you ask for it. 


Advertising Requirements 
Workbeok of Advertising 
& Sales Promotion 


200 E. IMinois Street, Chicago, Illinois 


ER 


41% of the people 


in air-conditioned homes read 


| ogee 


hime: ‘ 


Reader’s Digest reaches more owners of air conditioners—more 
purchasers of electrical appliances—than any other magazine 


I’ YOU WANT TO SELL a sound night’s 


hardworking male, or « cool day’s work to a 
inore of them in Reader’s 
Digest than in any other magazine—over 32 million 
id now a major market 
study shows why the Digest’s alert, well-informed 
dvertising opportunity 


housewife, you can reach 
Americans every month. 


audience offers a unique . 
to manufacturers in this held. 


Although the Digest reiches more owners of air 
conditioners than any other magazine, it also 
reaches 28 million peopl who do not yet have 


air-conditioned homes. 


Why are they such good prospects? Because the 


sleep to a 


to buy more. 


“reading days” 


Digest reaches 37% of all Americans who enjoy 
family incomes of $7,000 or over—people who own 
one-third of all electrical appliances and can afford 


Advertising in Reader’s Digest has 
168 million opportunities to be 
seen in a single issue. 


Here is why: this new study shows that each reader 
turns to his copy on 5.3 different days. With 32 
million readers, this gives a total of 168 million 
. . 168 million opportunities for 


your message to be seen, to be read, and to “sell.” 


In opportunities 


to sell, the Digest leads all 
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Fenestra Names Griffith effective Sept. 6. A modification of | lsen Jr Succeeds 
Robert W. Griffith has been|the license of Tulsa Broadcasting Nie nJ Pr d 
named manager of advertising of Co. to specify operation of KTVX as esiden 
Fenestra Inc., Detroit, manufac-|on that channel in Tulsa instead Father Ni ent 
turer of steel products. Prior to of Muskogee also was ordered. The | elsen Co 
joining Fenestra, Mr. Griffith was change has been pending since | of A.C. ° 
product advertising and public re- | January. 
lations manager of U.S. Gypsum 


Cuicaco, Aug. 6—Arthur C. Niel- 
sen Sr., founder of A. C. Nielsen 


Co. Shields Joins Irwin, Wasey Co., market research organization, 
Gene Shields, formerly assistant |is stepping up to chairman of the 

FCC Assigns Tulsa Channel advertising manager of Magnavox |board. He will be succeeded as|  Wielen Jr. 
The Federal Communications |Co., has joined Erwin, Wasey &| president of the company by his 


son, Arthur C. Nielsen Jr. 
Mr. Nielsen founded his com- 


Commission has shifted Channel 8 | Co., Chicago, as an account execu- 
from Muskogee to Tulsa, Okla., | tive. 


Nielsen Sr. 


pany 34 years ago. It has grown 
today to an organization with more 


31 


than 3,000 employes in 11 coun- 
tries and annual sales in excess 
of $20,000,000. 

The younger Nielsen joined the 
company in 1945, after being dis- 
charged from the Army, where he 
was a major in the Corps of Engi- 
neers. He trained in the various 
divisions of the company, and for- 
merly was exec vp and manager 
of the food-drug division in the 
U.S., the company’s largest divi- 
sion. + 


Stark Will Fight FCC 


Digest readers are open to new ideas—and can 
* afford to invest in new products. They provide the 
largest magazine audience available for air condi- 
tioners and other electrical appliances. 


America’s favorite magazine 


other magazines studied by more than three to one.* 


Audience and readership refect the Digest’s 
greatest power: the faith of its readers. More people 
read this magazine—and turn to it more often— 
because people have faith in what they find here. 
And faith leads to action. 


Now you can take advantage of the Digest’s unusual 
new opportunities—available at a surprisingly low cost 
per thousand readers. Call us for an analysis of the 
Digest’s coverage of your market in the U.S.—and 
around the world. In New York, call MUrray Hill 
4-7000; in Chicago, WHitehall 4-2544; in Detroit, 
TRinity 5-9600; in Los Angeles, OLive 3-0380; in 
San Francisco, EXbrook 2-3057. Or write to: Reader's 
Digest, 230 Park Ave., New York 17, N. Y. 


That is why advertisers spent 63% more in 
Reader’s Digest in the first six months of 
1957 than in the same months of 1956. 


Selling opportunities meant sales for Lennox 


Here is what Mr. J. R. Merrill, advertising and 
production manager of Lennox Industries had to 
say about air-conditioner advertising in the Digest: 
“The impact was instantaneous. We are convinced 
that the Digest produces impressive results because 
people turn to it in a thoughtful, reading mood.” 


*Data from: “A Study of Seven Publications” conducted by 
Alfred Politz Research, Inc. 


People have faith in 


fReaders Digest 


America’s largest magazine circulation— 
Over 11 million copies sold every month 


Approval of Pay TV 

Abe Stark, New York city coun- 
cil president, a longtime active 
foe of pay television, has warned 
he will go to court if necessary to 
prevent approval of fee tv by the 
Federal Communications Commis- 
sion. Mr. Stark issued the warning 
in a speech before the Affiliated 
Young Democrats in Brooklyn. 
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ONE OF THE 


FIRST 100 MARKETS | 


“4 


now available 
daily in 


MOLINE DISPATCH 


and 


ROCK ISLAND ARGUS 


Quad-Cities’ Largest 
Combined Daily Circulation 


MOLINE 
~ DISPATCH 


ROCK ISLAND 
ARGUS 


— 


REPRESENTED BY ALLEN-KLAPP CO, 


QUAD-CITIES 
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| Tennessee High Court Kills |with a boost in th «.\e privilege;counsel for the Niagara Falls 


National Baseball Weekly —St. Louis, Mo. 


gga ak 2 _Anti-Trading-Stamp Measure ‘@X ©n stamp op: ions. Sperry | Gazette. First assignment will be 
 Fiust-Class Male! } | A recently enacted 2% state tax & Hutchinson and (©uality Stamp | a trade campaign to introduce a 
, That's What Adverti Reach in 2,0 the gross receipts of trading |C°. brought and \ the suit to| new Sunday edition, scheduled to 
‘ z %\stamp companies operating in Kill the 2% tax, bi iled to stop | appear Oct. 6. 

The Sporting News } Tennessee was killed by the state = privilege tax bo’ which mi aoe . 

: |supreme court last week when it stands, but will no! ipple stamp | Air Curtain Names Bloch 

, 

, 


. ‘concurred with a Davidson Coun-|°Perations in the ite aS Pro-| American Air Curtain Corp., St. 

280,000 Copies Weekly | ty chancery court ruling that the ponents of the meas)::. had hoped. |Louis, manufacturer of doorless 

With 98% Male Readership }\law violates the state’s constitu- entrances, has appointed H. George 

Lorgest Newsstand Sale of Any Sports Weekly § 2% tion (AA, July 15). |Comstock Adds CG 2zeItte 'Bloch, also of St. Louis, as its 

Published Weekly Since 1886-70 ContinvowsYeors} | The tax was enacted by the| Comstock & Co., Huffalo, N. ¥.,| marketing counsel and advertis- 
\legislature earlier this year, along|has been appoint: advertising |ing agency. 
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BBB NIGHTTIME ..... Third largest radio audience in America. = 
O DAYTIME . . . Largest in the South, 50% of the half-million families within — 
100 miles of Nashville listen on an average day . . . 75% 4 
within a single week. = 


There is a difference...it’s WSM radio 
50,000 WATTS, CLEAR CHANNEL, NASHVILLE + BLAIR REPRESENTED - BOB COOPER, GENERAL MANAGER 


ie a ee ee | 
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Parker Ads Push 
Its New ‘Non-Skid’ 
T-Ball Jotter Pen 


JANESVILLE, Wis., Aug, 6—Par- 
ker Pen Co. will spend $750,000 in 
newspapers and tv this fall to pro 
mote its new “non-skid” T-Bali 
Jotter pen in what Parker refers 
to as “the most extensive and ex- 
pensive school advertising pro- 
gram” in company history. 

Page ads will appear in major 
dailies late this month and in early 
September, while 1,500-line ads 
will be used in other markets. 
More than 75 tv stations will carry 
60-second and 20-second spots 
during the same period. 

Headlined feature of the new 
T-Ball Jotter is that it’s “the only 
ball point that won’t skip!” The 
copy says the pen has a textured 
porous metal tip that permits ink 
to flow around and through it and 
adds that it will write over slick 
surfaces without skipping. 


3 Parker officials say the major 
complaint customers have voiced 
about ball point pens is that they 
K.p over oily or glossy surfaces 
without writing. Parker claims the 
T-Ball overcomes this problem 
and writes a more intense line on 
ordinary surfaces. 

The T-Ball Jotter retails for 
$1.95, which brings Parker into a 
new price area. The predecessor 
Jotter sold for $2.95. 

Tatham-Laird, Chicago, is Par- 
ker’s agency. 


PAPER MATE SETS 
RECORD AD PUSH 

Curicaco, Aug. 6—Paper Mate 
Co. has scheduled what it believes 
to be the most extensive promo- 
tional campaign ever undertaken 
by a manufacturer of writing in- 
struments for the “back to school” 
period. 

Starting Aug. 25, Paper Mate 
will use four-color ads in Family 
Weekly and independent newspa- 
per supplements and in Puck— 
The Comic Weekly. Radio and tei- 
evision coverage will include the 
Groucho Marx, Garry Moore, Art 
Linkletter and Robert Q. Lewis 
shows, Arthur Godfrey’s “Talent 
Scouts” show and Friday night 
boxing on radio and tv. 

Climax of the promotion will be 
the company’s sponsorship of the 
World Series on both tv and radio 
(NBC). Foote, Cone & Belding is 
the agency. # 


Schick Pushes Powershave 
in $4,500,000 Campaign 

Schick Inc., Lancaster, Pa., has 
launched a $4,500,000 August 
through Christmas national adver- 
tising campaign to introduce the 
company’s new line. Featuring the 
Powershaver, which uses a newly 
developed motor and _ increased 
shaving surface, two new lady 
Schick designs and a Varsity model 
for young men, Schick will use 
pages and spreads in Life and 
Look throughout the campaign. 

In addition, Schick will air its 
wares on “Dragnet” and “Gisele 
MacKenzie Show” on NBC-TV. Tv 
spot commercials in 100 major 
markets will also be employed. 
Benton & Bowles is the agency. 


Donnelley Reports Earnings Up 

Net sales of R. R. Donnelley & 
Sons, Chicago, for the first half 
of 1957 increased to $56,959,000, a 
new high for the printing concern, 
Gen. C. C. Haffner, board chair- 
man and chief executive officer, 
reported in the semi-annual re- 


port to stockholders. Net sales for 
‘the same period in 1956 totaled 
| $52,212,000. Earnings from opera- 
‘tions for the six months ended 
June 30 were $7,299,000, com- 
pared to $6,998,000 for the same 


period last year. 
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In Philadelphia, buying begins at home 
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The Bulletin goes home...delivers more copies to more families 


every seven days in Greater Philadelphia than any other newspaper 


Buying decisions are largely family decisions in Greater 
Philadelphia. They are made in the home with the help of the 
advertising in Philadelphia’s home newspaper—The Evening and 
Sunday Bulletin. And many advertisers in this responsive market 
are taking advantage of the added impact and realism of R. O. P. 
spot and full COLOR—available in The Bulletin—evening and 
Sunday—seven days a week! 


The Bulletin exerts a powerful influence on the buying habits 
of its readers. Philadelphians like The Bulletin. They buy it, 
read it, trust it and respond to the advertising in it. The Bulletin 
is Philadelphia’s home newspaper. 

Advertising Offices: Philadelphia, 30th and Market Streets * New York, 


342 Madison Ave. * Chicago, 520 N. Michigan Ave. Representatives: Sawyer 
Ferguson Walker Co., Detroit * Atlanta * Los Angeles * San Francisco * Seattle 


In Philadelphia nearly everybody reads The Bulletin 
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* Industrial 
Advertisers 
place 60.2% 
of ALL their 
Los Angeles 
metropolitan 


Beyea Morrison 
PACT—Signing the papers for a three-year renewal of the Chicago 


American’s contract for national 


representation by Hearst Adver- 


tising Service are Stuart List, publisher, P. J. Morrison, advertising 


director, both of the American, 
HAS. The American was bought 
from Hearst 


and Herbert Beyea, president of 
last fall by the Chicago Tribune 
Newspapers. 


Seattle Brewer to 
Sponsor 6-Hour TV 
Show Without Ads 


SEATTLE, Aug. 6—Viewers who 
watch the annual Gold Cup hydro- 
plane speedboat races on Aug. 11 
will see nearly six hours of spon- 
sored telecasting——-without a com- 
mercial. 

Sponsor of the telecast will be 
Sicks’ Seattle Brewing & Malting 
Co., maker of Rainier beer. Be- 
cause the races are held on Sunday 
when state liquor control regula- 
tions permit no beer commercials, 
Rainier will have only three brief 
mentions during the long show 
with the exception of the final 
heat. 

Rainier has agreed to relinquish 
its sponsor rights for this heat to 
Kaiser Industries to permit KING- 
TV to feed the climax of the races 
into the full ABC network hookup. 


Two Cramer Men Boosted 

Cramer Posture Chair Co., Kan- 
sas City, has appointed Cecil E. 
Oesch advertising and sales pro- 
motion manager and George M. 
Colton sales manager. Mr. Oesch 
joined Cramer a year ago. Mr. Col- 
ton has been with the company 
since 1943. 


Booklet Tells of Screen Ads 

| Alexander Film Co., Colorado 
|Springs, has prepared a booklet, 
\“The Facts About Theatre Screen 


Advertising,” based on the findings 
lof Sindlinger & Co., business ana- 
lyst. The booklet contains 38 pages 


| of statistics. 


Advertising Age, August 12, 1957 
Reports Credit Union Growth 


Credit union shares and depos- 
its grew 26% during 1956, to $3.7 
billion in the 22,414 credit unions 
in the Western Hemisphere, ac- 
cording to the 1957 “Credit Union 
Yearbook,” published by Credit 
Union National Assn., Madison, 
Wis. Membership is now 11,400,- 
000, compared with 9,900,000 at 
the end of 1955. Average savings 
per member rose from $300 to $328 
during 1956. 


Westinghouse Promotes Two 

Robert E. Newsham has been ap- 
pointed assistant sales manager of 
KYW-TV, Westinghouse Broad- 
casting Co. station in Cleveland. 
He succeeds Joseph P. Dougherty, 
who moves to Westinghouse’s Bal- 
timore tv station, WAAM, as sales 
manager. Mr. Newsham was for- 
merly national sales coordinator 
for radio and tv of WFIL, Phila- 
delphia. 


C ART SERVICE 


Single issues sell fof $20.09, Your sample 
is a big value, on@ idea/meed can make 
you hundreds of dollgrs ii extra returns. 
Now. the revised 1957 Clipper helps you 
design circulars, bulletimg., catalog pages. 
cover pages, ads, pesters, house organ 


ideas with every 
Published /monthly, 
firms fike) Prudential 


ARE YOU PLANNING A 
CONVENTION or EXHIBIT? 


For The Most Successful Event 
You've Ever Held 


= The brewer also is sponsoring, | 
with customary commercials,| 
KING-TV’s special pre-race show, | 
a direct live telecast from the Gold 
Cup pits on Aug. 10—the night be- 
fore the race. Sicks’ also is spon- 
soring a show of filmed highlights 
of the race for showing Aug. 12— 
the day following the race, plus 
time trials and other events on 
Radio Station KING during the 
week before the race. 

“The span of six hours telecast- 
ing without a break for product 
plugs is believed to be unprece- 
dented in commercial television,” 
KING-TV said. “Rainier beer 
counts on viewer good will gained 
through uninterrupted presentation 
of the tense Gold Cup competition 
to outscore the effect of commer- 
cial break-ins.” 

Miller, Mackay, Hoeck & Har- 
tung is Sicks’ agency. # 


newspaper 
linage in 
The Times. 


(Source: Media Records, 
Ist six months of 1957.) 


ONLY IN WASHINGTON—can you command the attention 
of the world’s most influential and diversified audience 
... including government, military, industrial, trade, 


union, diplomatic groups . . . every dominant group. 
ONLY at D. C. ARMORY in Washington—can you reach all 
these important groups, all at one time, all under one roof. 


No other city offers the appeal and excitement of the Nation's 
Capital . . . or the ultra modern convention and exhibit facilities 


of the D. C. Armory 
LARGEST! 136,000 Square Feet! enchetrudted Geer 
. ce on main level, 


60,000 additional Sq. Ft. on lower level. 


Fully Equipped 
Ex 


MOST COMPLETE! pert Staff 
Catering & Restaurant Service 


Drive-in Facilities - 1,500-Car Parking Area 


MOST CONVENIENT ! Pa my at yo 


Airport, Business, Hotels - Direct Public Transportation 


er iri, 0) ( NATIONAL GUARD ARMORY 
The studios now used, originally| g For FREE Colorful Brochure . C. AL G 


built for motion picture produc- and further information, 

tion, will eventually be replaced write, wire or phone: 3 : : Mes 
: 2001 East Capitol St., Washington 3, D. C. 

Lincoln 7-9077 


National industrial advertisers place 
The Times first by far among newspa- 
pers in this industrial metropolis of the 
West. Considerably more than half 
their Los Angeles linage is in The Times. 


ABC Breaks Ground for New 
TV Center in Hollywood 

The American Broadcasting Co. 
has broken ground in Hollywood 
for a new $30,000,000 tv center, 
due for completion by early 1959. 
The plans include eight multi-pur- 
pose studios, a three-story admin- 
istration building, a reception and 
guest relations building, a tech- 
nical building and three centrally 
located service buildings to han- 
dle shipping, maintenance, ward- 
robes, cameras, props, scenery and 


76,000 Sq. Ft. of 


LOS ANGELES 


TIMES 


Represented by Cresmer & Woodward 


by new facilities. The construction ‘ Arthur J. Bergman, 
New York, Chicago, Atlanta, San Francisco, Detroit 


work now being done is on unoc- Manager 
cupied space of ABC’s 23-acre Jot,| === = = =m 
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IT’S SUMMER... 


The GPL 611A 
large screen closed-circuit 
television projector is the 
newest, brightest and finest 
portable unit available. 


AND CLOSED-CIRCUIT 1S HOT! 


2 division of 


_ARLEPROMP ER CORPORAIION . 
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Airlines, Shippers 
Bid for Next Year's 


British Travelers 


Lonpon, Aug. 6—Is £100 ($280) 
enough for a U. S. vacation? 

This is one of the questions fac- 
ing would-be British tourists to 
the U.S. as a result of the recent 
lifting of currency restrictions on 
American travel. 

Formerly, to save needed dollars, 
Britain prohibited its residents 
from exchanging any sterling for 
dollars for an American vacation, 
except under special circumstanc- 
es. This has had the effect of halt- 
ing British tourism in America. 

Now the British treasury has re- 
lented and is allowing a per-person 
allowance up to $280 for travel in 
the dollar area. This allowance 
dves not have to be spent on travel 
arrangements, since these can be 
paid for here in sterling. 


® The relaxation of controls came 
too late to affect much of this 
year’s vacation plans, although 
Cunard and British Overseas Air- 
ways Corp. are already drawing 
attention to the new dollar conces- 
sion in their ads. However, airline 
and shipping companies are plan- 
ning to make strong bids for this 
traffic next year. 

Trans-World Airlines has an- 
nounced that it will aim to get 25,- 
000 British tourists to fly the North 
Atlantic and take their 1958 holi- 
days in the U.S. and Canada. 

Main theme of the campaign will 
be “pay it later, holiday-maker.” 
The crux of the campaign will be 
an air instalment plan whereby 
Britons will be able to fly to New 
York and return for only £15 
($42) down, the remainder of the 
fare being paid over a period of 20 
months after returning to Britain. 

Tying in with this plan, said 
Glenn J. Craden, TWA sales di- 
rector in Britain, will be a cam- 
paign to counteract the widespread 
reports that $280 is inadequate 
for a visit of more than two weeks. 


® “Taking into account that a man 
and his wife will have a total of 
$560 to spend, and that most if 
not all of his transportation both to 
and within the U.S. can be paid 
for here in sterling, the amount is 
greater in many cases than an 
American family would plan to 
spend on a 10-day or two-week 
holiday,” said Mr. Craden. 

Scores of parents whose daugh- 
ters married American GI’s are 


‘TAL AARAL 
INDIA 
Charm your prospects with the SALESpower 

of KWTV-Oblaboma City 


expected to swell the ranks of 
British tourists next season. 

The airline will assist travel 
agents in Britain in preparing a 
wide range of inclusive tours of 
from one to four weeks, which will 
give vacationers a chance to see 
many American cities while keep- 
ing within the currency allowance. 

A self-drive auto rental scheme 
under which British motorists 
would be able to plan their own 
tours, stopping overnight at motels, 
also is being considered. + 


ARB Names Shafter, Thompson 

American Research Bureau has 
appointed William Shafer western 
manager and Gene Thompson 
western account representative. 
Both men will headquarter in 
ARB’s Los Angeles office. Mr. 
Shafer was formerly Pacific Coast 
manager of ARB, and in his new 
position will be responsible for all 
tv audience measurement activi- 
ties in the 11 western states. He 
replaces Roger Cooper, who has 
transferred to ARB’s home office 


jin Washington as station relations 
|/manager. Mr. Thompson has been 
|with ARB since 1956. 


Mrs. Percy Orthwein Dies 

Mrs. Clara Hazel Busch Orth- 
wein, 62, widow of Percy J. Orth- 
wein, former president of D’Arcy 
Advertising Co., died Aug. 3 in her 


| just a month before (AA, July 8). 


|Mrs. Orthwein was the sister of 
|August A. Busch Jr., president of 


St. Louis home of a heart attack. | 
Her husband had died of cancer | 
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Anheuser-Busch Inc. She is sur- 
vived by two sons—-James B., a 
|'D’Arcy vp, and Adolphus B., vp 
in charge of operations for An- 
heuser-Busch. 


Lektro Names O'Leary 

Lektro Products Ltd., Montreal, 
|has appointed Arthur E. O’Leary, 
formerly director of sales educa- 
tion and sales planning, interna- 
tional division, Remington Rand, 
New York, as Canadian general 
manager. 


The ability (or lack of it) of over 100 different 
art, layout, headline and copy characteristics 
to interest readers of POWER ENGINEERING 
is shown in this new booklet. Over 1200 
different Readex-rated advertisements were 
analyzed by J. W. Rosberg, Director of Re- 
search of The Buchen Company and nation- 
ally known readership research authority. 

The booklet, ‘‘How to Improve Readex 
Interest Ratings in POWER ENGINEERING,” 
presents the facts with charts, text and 


TRY THIS QUIZ! YOU'LL FIND THE ANSWERS IN JUST ONE CHART 


YOURS FREE! 


Booklet Reveals 


New Reader Interest Facts 


OF THIS SURPRISING WORK. 


INTERESTING READERS OF 


Dramatic situation or. 
Product feature or 


Engineering drawing or 


distribution and use. 


business letterhead. 


WHICH OF THESE IS MORE LIKELY TO SUCCEED IN 


Power Engineering: 


testimonial? 


product in use? 


symbolic design? 


examples. All costs were underwritten by 
POWER ENGINEERING to help advertisers ob- 
tain even greater value and better results 
from its audience of 40,000 engineers inter- 
ested in power generation, transmission, 


To obtain a free copy of this valuable new 
booklet, call the POWER ENGINEERING repre- 
sentative near you (see list below) or write 
Technical Publishing Company on your 


** oe, 


New York 17 
Joseph E. Halloran 
1613 Graybar Bidg. 
Murray Hill 5-3779 


Chicago 3 


Werren F. Soas 


ra Falls, Ohio 
(Aion) Swondele 4-8736 


Publisher also 


Representatives: 


Power Engineering 


Technical Publishing Co., 308 E. James Street, Barrington, Illinois 


of PLANT ENGINEERING 


Philadelphia San Francisco 5 
Oscar Wilds J. Leslie Meek 
1235 Jericho Road McDonald- Thompson 
Abington, Pa. 625 Market St. 
Turner 7-6688 Yukon 6-0647 
Los eles 5 

— fh 9 ak Grabb 
jobert | . Anderson McDonald-Thompson 
606 ee 3727 W. 6th St. 
Court 1-48768 Dunkirk 7-5391 
New England Seattle | 

Charles R. Lippold T. Harry Abney 

5 Spring St. McDonald-Thompson 
Riverside, Conn. 1008 Western Ave. 
Neptune 7-2210 Elliott 3767 


Denver 2 

Robert H. Heidersbach 
McDonald-Thompson 

222 Colorado National Bank Bidg. 
Keystone 4-4669 


Houston 6 

Frank N. Vickrey 
McDonald- Thompson 
3217 Montrose Bidg. 
Jackson 9-6711 
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-AN brought the action on behalf of 
Ex Cc Emp loy es former employes, said ANC dis- 
‘|missed its people “without a cent 
lof severance pay and, in some 


File $1,800,000 Suit 
cases, with only a day’s notice.” 
for Severance Pay He called the dismissal procedure 


New York, Aug. 6—More than |“callous and irresponsible.” individual branch managers, some 
1,200 former employes of the! Mr. Morschauser said ANC de-|of them with ANC over 45 years, 
American News Co. today filed suit | cided on May 17 to give up its and by the committee’s lawyers, to 
in New York supreme court for | magazine distributing business and | secure consideration of the com- 
$1,800,000 in severance pay. ‘on May 24 started discharging |mittee’s claims from Henry Gar- 

Edward Morschauser, acting | managers “all over the country.” |finkle, who became president of 
thairman of the American News |He said the company gave no no-/|the company in June, 1955.” 

Co. employes committee, which|tice of its intention and “never| The suit seeks one week’s sever- 


even sent out a letter that said 
‘sorry it happened, we wish you 
luck’.” 


s The severance suit came after 
“several unsuccessful efforts by 


ance pay for each six months of 
employment. 

Representing the committee is 
Landis, Taylor & Scoll, the law 
firm that represented employes of 
the Crowell-Collier Publishing Co. 
who filed suit for severance pay 
following suspension of Collier’s 
and Woman’s Home Companion. # 


Auto Radio Survey Begun 
Management Counselors & As- 

sociates, Albuquerque, has estab- 

lished a marketing research divi- 
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sion to handle auto radio surveys. 
Known as Auto Radio Surveys, the 
new company has named Hugh 
Riker president, Maurice Hayes, 
vp, and S. Ricker, secretary-treas- 
urer. Headquarters are at 111 Am- 
hest Dr., S. E., Albuquerque. 


Chemstrand Names Agencies 
The export advertising depart- 
ment of Chemstrand Corp. has ap- 
pointed advertising agencies in 
four European countries. They are 
Gutenberghus Reklamebureau, Co- 
penhagen, for Denmark; Publici- 
tas S.A., Lausanne and Frankfurt, 
for Switzerland and Germany, and 
Publicis S.A., Paris, for France. 


Edward Roth Joins WGN-TV 
Edward J. Roth Jr. has been 
named program manager of WGN- 
TV, Chicago. Mr. Roth was for- 
merly program manager of 
WNDU-TY, South Bend, the com- 
mercial station of Notre Dame Uni- 
versity and an NBC network af- 
filiate. He succeeds J. E. Faraghan, 
who has joined WFLA-TV, Tampa. 


adventures of 


CHARLIE CHAN (am 


Brand-new half-hour TV series! 
Excitement—thrills and chills 
of Hollywood and exotic 
European locations captured on 
film. Veteran character actor, 
J. Carrol Naish, makes Charlie 
Chan live and breathe. James 
Hong is the Number One Son. 
Beloved by millions, who've 
paid out their dollars to match 
their cleverness with Earl Derr 
Biggers’ most famous detective! 
Wire or phone collect today to 
reserve your market before 
some other quick-thinking 
advertiser snaps it up. 


Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screening! 
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Population is up 77% 
RIVERSIDE COUNTY, CALIFORNIA 


Along the Media Path 


\2 the magazine appeared as a 
|160-page supplement, a move that 
“proved a section larger than 80 
pages was feasible.” No rate 
changes are planned. 


1946-1957 

your most profitable 
market per dollar 
invested in the West. 


Salesmen for NBC Spot Sales 
are showing time buyers how 
“hot” the availabilities for sum- 
mer are with the help of an elec- 
tric fan. The fan, a battery-oper- 
ated model about the size of a 
flashlight, is placed on the time 
| buyer’s desk whenever the sales- 
jman makes an agency call. After 
turning on the fan, the salesman 
\describes the “Hot Spots” avail- 
able on the radio and television 
stations represented by NBC Spot 
Sales. 


see the man 
from RIVERSIDE 

PRESS and 
ENTERPRISE 


e Industrial Publishing Co., Cleve- 
land, has produced a handy and 
handsome brochure describing its 
operations. Personnel on each of 
the company’s publications are pic- 
tured with thumbnail sketches of 
their backgrounds. 

The brochure serves a two-fold 


10,000,000 lines of 
retail advertising 56 


Represented nationally by Doyle and Hawley, Los Angeles, 
San Francisco, New York, Chicago, Boston, Minneapolis. 


fre 


how much 
advertising 


are you 


It happens every day—all over the country in widely scattered news- 
papers. A dealer decides to advertise your brand without benefit of co-op 
contract ...a manufacturer advertises and without your knowledge tells 
the reader that he uses your “brand name” product in the fabricated 
item he offers. This is FREE advertising, and you should know about it. 

Then, you can budget your paid space to better advantage. These 
ACB services can tell you what you are getting. 


RETAIL STORE REPORTS 


Be sy 


tear sheets are complete pages and show 
Provide accurate check: position, full headline information, etc. 
up of dealer tie-in adver- 
tising covering your own 
and/or competitive ac- 
counts. A widely-used 
service for determining 
sales policy and directing 


* 


BRAND MENTIONS 


ACB’s Research 
Service that serves the 
large group of manu- 


salesmen’s efforts. Reports can show linage; a nee de id others 
cost of space; city; publication; sales terri- pees or} apr ee oo 
tory; dealer name; product and price ad- promoted to the con- 

sumer as part of the 


vertised; mats used; totals and percentages. _— 
- . advertising of other concerns. Widely used 


by producers of ‘‘name brand fabrics; 
publishers; and many manufacturers in 
hard-goods lines. 


TEAR SHEET SERVICE 


Tear sheets are the basis 
of all research in news- 
paper advertising. ACB 
can furnish tear sheets 
containing advertising of 
any specified dealer or 
national advertising. ACB 


A@, 


ADDITIONAL SERVICES 
1l additional services are available. De- 
scribed in ACB Catalog sent free 01 request, 
or contact nearest ACB office. 


The Advertising Checking Bureau, Inc. 


New York (16) 79 Madison Ave. + Chicage (3) 18 S. Michigon Ave. * Columbus (15) 
20 South Third St. + Memphis (3) 161 Jefferson Ave. + Sam Francisco 5) 51 First St. 


ACB READS EVERY ADVERTISEMENT IN EVERY DAILY NEWSPAPER 


e Beginning with the October is- 
sue, Factory Management & 
Maintenance will introduce a new 
16-page feature section titled 
“Plant Operating Management 
Case Book.” The section will be 


|purpose. It gives advertisers, 
jagency men and suppliers an idea | 
lof the extent of Industrial Pub-| 
\lishing’s operations and _ under- 
| lines the purpose and scope of 
‘specialized magazines of the kind 
ithe company publishes. As the |™@de up of reports on 40 to 50 
|brochure points out, the publish- |P¢W and useful operating tech- 
er’s responsibility is to get the |Miques and ideas in the field of 
jmagazine to the right audience production, plant eugeneering, and 
land to get it read when it arrives. maintenance and industrial man- 
The brochure shows how Indus- agement. 


trial Publishing does it. Gaskets “anes 


ie House 
i\Guide”—a new advertising sec- 


e The Cincinnati Enquirer is\~ . : 
planning to buy new Gen Head-|tion for specialty foods, wines and 
liner presses with full color other table delicacies—will be in- 
equipment at a cost of $1,500,000. | itiated with the October ‘ issue. 
The special section, in which all 
e The August issue of Ebony aivertisements will be limited to 
was produced on a new $1,000,000 one-eighth page units, will appear 
press installed by W. F. Hall |" each issue opposite House & 
Printing Co. for the exclusive use |G@7@en’s monthly “Cook Book 
of the magazine. The new press S¢ction. 
prints four-color engravings, 
turns out 23,000 40-page forms /|® Founded in 1879, the Asahi 
an hour and makes reproduction |Shimbun today is one of Japan’s 
in color and b&w “more accurate leading newspapers, with a daily 
than ever before.” icirculation in excess of 4,000,000. 
|The fascinating account of its 
e The Milwaukee Journal’s new growth and current operations is 
book on r.o.p. color readership, re- available in “The Asahi Story,” 
tention and results, “Color.o.p.-|a 5x7” booklet now being distrib- 
tics” (AA, June 24) is now off the | uted free by Universal Publishers 
presses. Complimentary copies Representatives Inc., New York. 
are available to leading national | 
advertisers and agencies on re-|e Radio Station 
quest to Robert K. Drew, vp and has 
advertising manager of the Jour-| 
nal. 


KBIG, which 
its transmitter on Catalina 
sland, is taking advantage of its 
island location in celebrating its 
5th anniversary. The station has 
e The New York Times Maga- chartered a 119’ yacht and is using 
zine, which has been published it to take groups of its advertisers 
with a maximum of 80 pages, will|and agency people on all-day 
appear beginning Sept. 8 with “as cruises to the island. 
many pages as advertising and 

editorial needs require.” Last Dec.|e 11 newspapers will 


run fall 


1 
lowest cost 


1 quality 
' 3-D demonstrator 


fai: Vue 
® 
1 

If 3-dimension demonstration of your products is 
included in your plans, then, on cost alone, consid- 
eration of Tru-Vue is a must. No other 3-dimension 
product provides such viewing quality, high fidelity 
color, and ease of operation at so low a cost. The very 
appearance and feel of the Tru-Vue 3-D viewer in 

the customer’s hands is a testimonial 
to the excellence of your 
products. Before you act, get 
the Tru-Vue facts. Write, 
wire or phone. $1.80 each in 
1000 lots (minimum order). 


TRU-VUE COMPANY 
BEAVERTON, OREGON 
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uow! ot laut! 


a hearty new way 
to lose pounds- 


Oto! 4_ 


." 


were represented in the magazine 
during the period, 321 of them 
new advertisers. 

Holiday established a new all- 
time high for advertising linage 
and revenues for the first nine 
months of 1957. For September, 
Holiday chalked up gains of 49% 
in linage and 63.4% in ad reve- 
nue compared with the same 
month in 1956. For the first nine 
months of 1957, total linage was 
526,276, or up 18%, and revenues 
were $5,635,425, up 28%. 


Cosmopolitan reports news- 
stand sales of 1,006,000 for its 
July issue, largest for any issue 
of the magazine in the past ten 
years. 

Mademoiselle’s August college 
issue had $1,000,000 in advertis- 
ing revenue, matching the record 
set by the magazine last August. 

Redbook ended the first eight 
months of 1957 with display ad- 
vertising limage 25.7% higher 
han the same period last year. 


Your New Baby reports an 


8.9% gain in advertising revenue 
over 1956 for the September issue, 
in alltime revenue peak for a 
September issue. Paid circulation 
guarantee goes to 500,000 yearly 
average, effective with the Jan- 
uary, 1958, issue. 

Parents’ Magazine reports ad- 
vertising revenue of $708,491 for 
the September issue, a 23.5% gain 
over 1956. 

True continues its unbroken se- 
uence of advertising gains 
through the 19th month, with the 


September issue. Revenue 


39 


is up 


23% over September, 1956. # 
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FOR WEIGHT WATCHERS—Ocoma 
Foods Co., Omaha, will use news- 
paper ads, like this first one, to in- 
troduce its calorie-counted frozen 
dinners (AA, July 22) on a mar- 
ket-by-market basis. Bozell & Ja- 
cobs, Omaha, is the agency. 


fashion supplements with editori- 
al content based on the theme— 
“Fashion on a New Wave Length 
—the Harper’s Bazaar Look.” Pa- 
pers participating are the Albany 
Times-Union, Baltimore News- 
Post, Boston Globe, Charlotte Ob- 
server, Dallas Times-Herald, De- 
troit Times, Jackson State Times, 
Miami Daily News, New Orleans 
States, New York Journal-Amer- 
ican and San Antonio Light. 


You always sell MORE NEW CARS 


where more people can afford to buy them 


When you sell anything it’s important to know 
exactly who is your best prospective customer. In 
Greater Cleveland most new cars sold last year were 


e The Dispatch, Moline, Ill., and 
the Argus, Rock Island, IIl., have 
recently completed press facilities 
to accommodate full r.o.p. color 
printing. The Dispatch installed 
spot color printing equipment 
more than two years ago and now 
has expanded these facilities to 
accommodate full color printing. 
The Argus is now completing 
a $1,000,000 expansion program 
which includes extensive im- 
provements to the newspaper 
plant and the installation of a 
new five-unit press which will 
accommodate full r.o.p. color 
printing. 


The whole Cleveland market is one of the most compact 
in America. Your Plain Dealer advertising reaches your 
Cleveland customer and gives you the very real bonus of 
26 adjacent counties, to boot. 

If you'd like to know more about how new cars are sold 
in Greater Cleveland, write for our Automotive Report. It 
details sales by MAKE, MODEL, DEALER AND AREA 
and may be helpful to you in planning promotion on the 58s. 


, You sell two great RETAIL MARKETS 
in The PLAIN DEALER cteveiana*2% bittion 


26 adjacent Counties $9 billion 


delivered to homes in the economic sectors of 
Cleveland where the Plain Dealer is most widely 
read. Sales of new cars in the 26 adjacent counties 
(covered by the Plain Dealer) were equal in dollars 
to the Cleveland market. 


It's a MARKET 
larger than each of 
36 entire States 


e Arrangements are now being 
made for the forthcoming 19th 
season of the Philadelphia Plan 
series of cooking demonstrations 
sponsored by Philadelphia neigh- 


TOTAL S44, billion . 


borhood and South Jersey news- RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES* 
apers. The series is scheduled in CLEVELAND 26 ADJACENT 
auiailien with local utility com- COMMODITY CUYAHOGA County COUNTIES pst 
aa“ oy Be Total Retail Sales 2,247,897 1,999,804 4,247,701 
Retail Food Sales 549,318 484,163 1,033,481 
e Storer Broadcasting Co. cele- Retail Drug Sales 85,930 55,457 141,387 
brated its 30th anniversary this The ONLY Abbomatiue 382,082 390,920 773,002 
oor. Cleveland Gas Stations 120,031 157,081 277,112 
Furniture, Household Appliances 124,695 102,572 227,267 
ME i ag ge pg gy Phe me Newspaper 7Source, Sales Management Survey of Buying Power, May 10, 1957) 
face—9 point Ionic No. 5. that sells the *Akron, Canton and Yi are not included in above Sales. 
WHOLE 
e The Evening Day, New Lon- Th Cl N 4 Pl D l 
don, Conn., has changed from an Cleveland Market... e eve an ain ea er 


eight to a nine-column format. Represented by Cresmer & Woodward, Inc., New York, Chicago, Atlanta, San Francisco and 


Los Angeles. Member of Metro Sunday Comics and Magazine Network. 
e Department of New Laurels: 


Advertising revenue of TV 
Guide for the first six months of 
1957 was 89.3% ahead of the 
same period last year. Ad reve- 
nue totaled $2,796,746 against $1,- 
477,633. A total of 570 advertisers | 
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Over the last 6 months, SPoRTs ILLUSTRATED’s 
Summer Sports Festival promotion has cap- 
tured the imagination of shopping centers coast 
to coast. This announcement reports on the pro- 
motion’s appearance in Northland in Detroit. 
Next stop: Westchester’s 7l-acre, 67-outlet 
Cross County Shopping Center, August 19-24. 


Olympic gold medal winner 
Bob Clotworthy captivates 
the crowd at a specially-built 
pool near the parking lot. 


Last June, Northland in Detroit, the world’s largest suburban 


Eighteen-year-old shopping center, was host to the biggest and most successful 
rang daw SPORTS ILLUSTRATED Summer Sports Festival yet. 

demonstrates the 

nr cn ty form More than 50,000 shoppers turned out to watch perform- 
iecatiy we her ances by 22 great sport stars: Olympic gold medal winner Bob 
we Clotworthy . .. Frank Parker and Captain Bill Talbert . . . Decathlon 


Champion Bob Mathias. . . golfer Doug Ford . . . football’s Elroy 
“Crazy Legs” Hirsch... weight-lifter Steve Klisanin . . . baseball's 
Johnny Mize . . . archer Ann Marston, among others... 


Windows of all 72 members of Northland’s Chamber of 
Commerce, from J. L. Hudson & Co. to the smallest specialty shop, 
were alive with the color of SPORTS ILLUSTRATED’s giant murals 
and blowups. Newspaper stories, advertisements, radio and TV 


SPORTS 


Pause for a 
famous threesome— 
Davis Cup Captain 

Billy Talbert, 

tennis pro Tony Trabert 
and Decathlon Champion 
Bob Mathias. 
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appearances by the stars themselves kept interest sky-high 
throughout the 8 days of the event. 


Traffic count at Northland increased 22%. Stores report- 


ed sales gains as high as 18%, reversing the usual downward 
trend of late June. 


Take the fun and convenience of shopping in fine, modern, 
easy-to-drive-to surroundings —add the outdoor, sports flavor 
that spices your life these days—put it together with colorful, 
persuasive advertising and merchandising and the local 


readership and national repute of America’s contemporary class 
magazine— 


—and what a setting for selling you have! 


Sports ILLUSTRATED’s striking color murals and 
blow-ups brighten the windows cf J. L. Hudson— 
Northland’s leading retailer. 
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Conventions 


*Indicates first listing in this col 


lishers Assn., 54th annual convention, 
Boca Raton Hotel and Club, Boca Raton, 
Fla. 


Nov. 14. Advertising Research Founda- 
tion, third annual conference, Hotel Plaza, 
New York. 

Nov. 19-20. American Assn. of Adver- 
tising Agencies, eastern region, Roose- 
velt Hotel, New York. 


Nov. 22. American Assn. of Advertising 


Aug. 15-16. Second annual circulation 
seminar for business papers, Edgewater 
Beach Hotel, Chicago. 

Aug. 28-31. Affiliated Advertising Agen- 
cies Network, annual meeting, Jackson, 
Miss. 

Sept. 7-10. Mail Advertising Service 
Assn. International, Sheraton Park Hotel, 
Washington, D. C. 

Sept. 10-13. Direct Mail Advertising 
Assn., 40th annual convention, Sheraton 
Park Hotel, Washington, D. C. 

Sept. 11-13. Newspaper Advertising Man- 
agers’ Assn. of Eastern Canada, annual 
convention, Mount Royal Hotel, Montreal. 

Sept. 11-14. International Advertising 
Assn., 2nd International Advertising Con- 
ference in Europe, at Scheveningen (The 
Hague), Netherlands. 

Sept. 17. Magazine Publishers Assn., 
Waldorf-Astoria Hotel, New York. 

Sept. 17-18. National Business Publica- 
tions, New York, regional conference, 
Hotel Plaza, New York. 

Sept. 18-20. National Industrial Confer- 
ence Board, 5th marketing conference, 
Waldorf-Astoria Hotel, New York. 

Sept. 22-25. Second annual Newspaper 
ROP Color Conference, sponsored by 
American Assn. of Newspaper Represent- 
atives, Advertising Agency Production 
Men’s Club of Chicago and the Art Di- 
rectors’ Club of Chicago, Sheraton Hotel, 
Chicago. 

Sept. 26-28. Pennsylvania Newspaper 
Publishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Sept. 26-29. Advertising Federation of 
America, Tenth District, El Paso, Tex. 

Sept. 29-Oct. 4. Financial Public Rela- 
tions Assn., annual convention, Edgewater 
Beach Hotel, Chicago. 

*Gept. 29-Oct. 4. Newspaper Food Edi- 
tors Conference, Drake Hotel, Chicago. 

Oct. 7-8. National Business Publications, 
Chicago Regional Conference, The Drake, 
Chicago. 

Oct. 10-12. Advertising Federation of 
America, Seventh District, Memphis, Tenn. 

Oct. 10-12. Midwest Advertising Agen- 
cy Network, Columbus, O. . 

Oct. 11-14. American Assn. of Advertis- 
ing Agencies, western region, Sun Valley, 
Ida. 

Oct. 13-15. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 14-15. Agricultural Publishers Assn. 
annual convention, Chicago Athletic Assn. 

Oct. 16. Associated Business Publica- 
tions, midwest conference, Drake Hotel, 
Chicago. 

Oct. 16-18. Audit Bureau of Circulations, 
43rd annual meeting, Drake Hotel, Chi- 
cago. 

Oct. 17-18. American Assn. of Advertis- 
ing Agencies, central region, Sheraton- 
Blackstone Hotel, Chicago. 

Oct. 17-18. Market Research Institute, 
6th biennial meeting, Leamington Hotel, 
Minneapolis. 

Oct. 17-19. Advertising Federation of 
America, Third District, Norfolk, Va. 

Oct. 21-22. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

*Oct. 27-29. Central regional meeting, 
National Newspaper Promotion Assn., 
Faust Hotel, Rockford, Ill. 

Oct. 28-30. Assn. of National Advertis- 
ers, fall meeting, Chalfonte-Haddon Hall 
Hotel, Atlantic City, N. J. 

Nev. 1-3. Midwest Intercity Conference 
of Women's Advertising Clubs, AFA, Des 
Moines. 

Nov. 10-14. Outdoor Advertising Assn. 
of America, 60th annual convention, Jung 
Hotel, New Orleans. 

Nov. 11-13. Southern Newspaper Pub- 


A i East Central Region, Detroit. 
April 8-12, 1958. National Business Pub- 
lications, spring meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 
May 5-7, 1958. Assn. of Canadian Ad- 
vertisers, 43rd annual convention, place to 


June 8-11, 1958. Adve: 
of America, 54th annua 
ton-Statler Hotel, Dalla 

June 24-26, 1958. Am: 
Assn., annual conventio:, Harvard School 
of Business Administrat: Boston. 

June 29-July 2, 1958. N«.spaper Adver- 
tising Executives Assn., Tie Broadmoor, 
Colorado Springs, Col. 


ng Federation 
onvention, Hil- 


an Marketing 


Point of Promotion Sows 

J. R. Kingsley, foriserly adver- 
tising manager of Penco Fabrics, 
has opened a new agency, Point 


|Ave., New York. The company ;Baker Advertising, 
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Chicago, to 


/will concentrate exclusively in|handle advertising and sales pro- 


will handle marketing, advertis- 
ing and promotions, as well as 
the manufacturing of point of 
sale merchandisers and promo- 
tional material. 


Baker Adds Perk-o-Fresh 
Interstate-United Coffee Corp., 


the home furnishings field and|motion for Perk-o-fresh coffee 


vending machines and other vend- 
ing machines and drink equipment. 


M. B. Bock Becomes Media Rep 

Milt B. Bock, former director of 
sales of Wallaces’ Farmer & Iowa 
Homestead and Wisconsin Agri- 
culturist, has opened M. B. Bock 


CONSOLIDATED 


SEES ANYTHING YOU WANT 
TO KNOW in English language 
newspapers, as an advertise- 
ment or a news item... We 
read practically all the daily 
and over 6000 weekly news- 
papers. We've been doing it 
quickly, professionally and inex. 
pensively since 1886. 


CONSOLIDATED 2 1 4: svesans 


431 SOUTH DFARBORN STREET, DEPT. 12 
CHICAGO S ILLINOIS 
170 FIFTH AVENUE, NEW YORK 10, N.Y. 


be announced. 


of Promotion Inc., at 340 Third 


Chicago, and its 30 affiliated com- | & Associates, representative, at 854 
panies have appointed Herbert | 


Baker Bldg., Minneapolis. 


“«“..we can reach the people 


Between the time he yraduated from Yale University and joined 
the American District Telegraph Company at New Haven in 


1921, Raymond K. Hyde saw wartime service in the Navy and was a member 
of the sales promotion staff of Winchester Repeating Arms Company. In 1926 
he was transferred to New York as a sales engineer for ADT. Here he found 
a need for certain printed material to support his sales efforts and undertook 
its preparation. A short time later he was made responsible for the company’s 
first coordinated advertising activities. Today Mr. Hyde is Manager of Adver- 


tising and Publicity. We recently spent several hours in his New York office, 
where he told us many things of interest about ADT and the part that trade 
magazines play in the company’s advertising activities. Here are the highlights. 


Q Mr. Hyde, we understand that ADT 
is the leading security and protection 
organization inthe country, but just how 
do you define the scope of its services? 


A American District Telegraph Com- 
pany supplies electric and electronic 
protection services to more than 63,000 
properties in 1800 communities. We 
design, manufacture, instail, maintain 
and operate underwriters-approved <e- 
tection, alarm and s&pervisory systems 
to safeguard life, property and _ protlits 
against fire, burglary, holdup and other 
hazards. 


Q What properties do you protect? 


A We protect all types of business es- 
tablishments, ranging from small stores 
to large industrial plants and right up to 
the U.S. Treasury, Bureau of the Mint, 
and Federal Reserve Banks. 


pe 


Qin general terms, how do your 
systems operate? 


A Once it has been determined just 
what type of protection service is 
needed by our subscriber, we install the 
appropriate detection and alarm equip- 
ment on the premises. In principal cities 
throughout the United States, this 
equipment is connected by direct wire to 
a central station where dispatchers, on 
duty day and night, take whatever action 
is indicated the minute an alarm comes in, 


Q How is your service applied to 
smaller communities? 


A The protective system in the sub- 
scriber’s premises is connected directly 
to the local police or fire department and 
after that it is regularly inspected and 
tested and is completely maintained by 
ADT specialists. 


Q Of course you have many different 
types of equipment. 


A Yes indeed. Many, many kinds rang- 
ing from the simplest types of electric 
burglar alarms to systems based on 
modern electronic developments. 


Qdo you protect against hazards 
besides fire and burglary? 


A Whenever we speak of protection 
systems, people usually think in terms 
of fire, holdup or burglary, but ADT 
services go well beyond. For example, 
we provide automatic heating supervi- 
sory service which automatically detects 
and reports abnormal conditions in 
heating plants. We also furnish indus- 
trial process supervisory service which 
gives instant warning in the event of 
deviations from normal operating con- 
ditions. Such services are essential wher- 
ever you have round-the-clock auto- 
matic manufacturing processes. 


Q Just how old is the organization? 
A ADT got its start in New York City 


back in 1871 as a messenger company. 
In those days, of course, there were no 
telephones and people depended a great 
deal on messenger service. Customers 
had signal boxes similar to the present 
Western Union call boxes, except that 
they then had four or five contact points. 
By pulling the lever down to one point 
they could summon a messenger. By 
pulling it down to other points. they 
could summon a hansom cab, a police- 
man or a fireman. These signals ter- 
minated at a point called the District 
Telegraph Office, from which messen- 
gers or others were dispatched. 


Q Didnt other cities have similar 
organizations? 


A Oh yes, all of the larger cities had 
“district telegraph” companies. But 
each was more or less independent until 
about 1902, when most of them were 
consolidated into the company known 
today as American District Telegraph 
Company (New Jersey). In a few years 
the company discontinued the messen- 
ger business to specialize on electric 
protection services. 


Q At what point did space advertising 
first come into the picture? 


A Just before I came to New York City, 
in 1926, the company started to schedule 
occasional advertisements in one or two 
fire protection publications. However, I 
was responsible for the first coordinated 
advertising efforts of the company, and 
it was not until I had been here several 
years that we started to advertise on a 
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‘Good House’ Up in August 
Goed Housekeeping, whose lin- 
age figures were not available in 
time to be included in the tabu- 
lation in last week’s issue of Ap- 
VERTISING AGE, reports that August 
ad linage was up slightly from 
last August. Here are the com- 
parative page and line figures, 
plus cumulative figures for the 
year to date: August 1957, 99.0 
pages (42,463 lines); August 1956, 
97.8 pages (41,958 lines); Janu- 


ary-August 1957, 930.5 pages 
(399,216 lines); January-August 
1956, 938.7 pages (402,722 lines). 


Cunningham & Walsh Adds Lee 
James P. Lee has joined the crea- 
tive staff of Cunningham & Walsh, 
Chicago, as a copywriter. Mr. Lee 
comes to C&W from the sales pro- 
motion division of Marshall Field 
& Co., where he was a planner and 
writer for the home furnishings 
division and store for men. 


Congressmen Ban Credit for PX Customers 
Lest Military Personnel ‘Buy Beyond Means’ 


WASHINGTON, Aug. 6—A “thou 
shalt not” list of merchandise 
items, prices and practices for mil- 
itary post exchanges was issued 
last week by the House armed 
service committee. 

The list is aimed at ending the 
lengthy controversy between re- 
tailers and the armed services. It 


lacks the force of law, but it is 
expected to be followed, lest re- 
strictive legislation be enacted. 


s A proposal to authorize credit in 
PX stores was rejected, on grounds 
that instalment buying would en- 
courage military personnel to buy 
beyond their means. 


we want at a minimum cost” 


regular basis and to increase the scope 
of our advertising activities. I'd say we 
were using trade publications regularly 
early in the 30's. 


Q Is your entire space advertising 
program confined to the trade press? 


A Right now we are doing a strictly 
vertical job. Some of our people think 
that we should broaden our base, but I 
am of the opinion that we still have a big 
job to do in several specific industries 
before we go horizontal. 


**Many a successful businessman who did not 
have the advantages of a formal education got 
where he is because of the things he read and 
learned in his trade magazines.”’ 


Q Just how do you define your adver- 
tising objectives? 


A We have two basic objectives. The 
first. of course, is to sell ADT services— 
to attract new subscribers and to sell 
present subscribers more complete or 
more advanced services. The second is 


to help keep our customers sold. You, , 


must bear in mind that we sell a service, 
an intangible, something that customers 
seldom have occasion or cause to think 
about. It is only when something does 
go wrong—an attempted burglary, a 


fire or a power failure—that the value of 


our services comes into focus. 
Q What techniques do you apply? 


A We have made good and successful 
use of case histories. Right now, how- 
ever, we are concentrating on advertise- 
ments which feature endorsements re- 
ceived from subscribers. I might add 
that we are most happy with the results, 
This technique seems to be particularly 
effective in keeping customers sold on 
the value of ADT services. 


Q Do you stress the cost theme in 


developing your copy? 


A Yes. We stress the fact that ADT 


automatic protection gives greater se- 
curity at a lower cost than can be 
obtained through other methods. 


Q Do you address your messages di- 
rectly to your customers and prospects? 


A Not entirely. We are interested in 
reaching two audiences. In addition to 
subscribers and prospects we adyertise 
to those who are in a position to recom- 
mend ADT services to their own clients 
and customers. To reach the first group 
we use warehousing, lumber, architec- 
tural and banking publications. To reach 
the second group we use insurance and 
fire protection publications. 


Q Mr. Hyde, you say that your space 
advertising is confined to vertical pub- 
lications. May |! ask why? 


A It’s strictly a matter of reaching our 
audience most efficiently. Since vertical 
publications are directed to the interests 
of specific groups, we can reach the 
people we want at a minimum cost and 
with minimum loss of circulation. 


Q What is your experience with regard 
to the size and frequency of trade paper 
advertisements? 


A | favor large-size ads—preferably full 
pages. Not only do they command more 
attention, but I firmly believe that they 
enhance the prestige of the advertiser 
and help establish and maintain position 
within an industry. So far as continuity 
is concerned, I believe that advertising 
must be consistent to be effective. This 
does not mean that it is necessary to be 
in every issue of a publication, but your 


advertising should appear on a regular 
basis and frequently enough to remain 
in the minds of customers and prospects. 


Q On the subject of trade publications 
in general, do you feel that they are 
increasing in importance? 


A Well, I think it’s enough to say that 
they always have been of very consider- 
able importance to both readers and 
advertisers. First of all they are a power- 
ful educational force. Many a successful 
businessman who did not have the 
advantages of a formal education got 
where he is because of the things he read 
and learned in his trade magazines. 


Q And about their value to advertisers? 


A Trade publications give the adver- 
tiser an opportunity to tell his story toa 
receptive audience. When men read a 
trade publication they are looking for 
money-saving ideas and ways to im- 
prove their efficiency of operations. 
They are looking for information, and 
if you tell your story appealingly it can’t 
help but be read and remembered. 


Q What is the reaction of your sales 
force to your advertising activities? 


A Most enthusiastic. In fact the case 
histories and testimonials which we use 
are gathered by them and passed along 
to our department. We of course make 
every effort to keep them fully informed 
about our activities so that they can use 
their advertising support to its best 
advantage. With competition what it is 
today, they know, as do all other good 
salesmen, that they’ve got to swing 
away with all the tools at their command, 


Through the use of trade and industrial publications you are able to communi- 
cate with your customers and prospective customers in an atmosphere that is 
natural to them, most productive for you. In this respect, the responsible 
trade press serves a purpose unduplicated by any other selling force. 


Chilton publications cover their chosen fields with an editorial excellence and a 
strict control of circulation that assure confidence on the part of readers and 
advertisers. With such acceptance goes proportionate selling power, 
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Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


r= CHILTON PUBLICATIONS: Department Store Economist « The Iron Age 
= Hardware Age « Spectator « Hardware World « Jewelers’ Circular-Keystone 
Automotive Industries *« Gas ¢ Distribution Age + Optical Journal and 
d Review of Optometry « Motor Age « Boot and Shoe Recorder «+ Commercial 
= Car Journal + Butane-Propane News « Electronic Industries « Book Division 
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The list reflects a typical politi- 
cal solicitude for the institution of 
motherhood. On its own motion, 
the committee added baby furni- 
ture on the approved list of mer- 
chandise, and exempted from the 
$5 ceiling price on brassieres those 
models designed for pregnant 
women. 

Maternity dresses made the ap- 
proved list, but sports jackets were 
banned. # 


Telecine Film Directory Out 

Telecine Film Studios has pre- 
pared a “Chicagoland Directory of 
Motion Picture Services.” A copy 
may be obtained without charge 
from Telecine Film Studios, 100 
S. Northwest Hwy., Park Ridge, 
Tl. 


"Daily Republic’ Names Rep 
The Daily Republic, Mitchell, 
S. D., has appointed Johnson, 
Kent, Gavin & Sinding its nation- 
al advertising representative, ef- 
fective Sept. 1. 


QUALITY? 


faurence 


the sign of fine 
photoengraving 


Quality, in any language, describes both 
the finished perfection of our photo- 
engravings and the dependability of our 
service. Our long association with the 
most exacting customers has taught us to 
save rou time in handling the details 
that result in flawless photoengravings. 


LAUFONCE inc. cuicaco 


547 SOUTH CLARK STREET 
WABASH 2-6284 
FINE PHOTOENGRAVINGS FOR OVER 


ARE YOU RECEIVING YOUR FREE 
COPIES OF “LAURENCE’S GUIDE FOR 
PHOTOENGRAVING BUYERS"? IF 
NOT, WRITE OR PHONE US TODAY. 
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“Good Morning’ Newspaper 


Carried 73.2% 


of the Retail 
Electrical Appliances linage in 


(NBC (International) 
‘Helping Set Up New 
Welsh TV Station 


Lonpon, Aug. 6—NBC (Interna- 
tional) Ltd. and Television Wales 
& Western (TWW) Ltd. have en- 
tered into an agreement under 
which American television know- 
how will be introduced into the 
British organization. 

The National Broadcasting Co. 
subsidiary will supply various 
management services to TWW in 
developing and operating its sta- 
tion in the South Wales and west 
of England area. The station is ex- 
pected to go on the air before the 


% end of the year. 
Denver First 6 Months of 1957 Negotiations leading to the 
Media Records agreement began in 1956. The 


Represented by 
General Advertising Dep't. 


SCRIPPS-HOWARD NEWSPAPERS 


management services to be sup- 
plied by NBC include all aspects of 
tv, from technical problems to pro- 
duction of programs. 


Robert Myers, who has been 


Comprising 


181,400 families 


with spendable income of 


$3 72 million 


One buy delivers the only full 
television coverage of this com- 
bined market—fifth largest in the 


entire Northwest. 


Only the KVAL-KPIC team 
reaches all of this timber treasure- 


land. 


It’s a youthful, expanding market 


ONLY THIS 
TV TEAM 


consistently covers the 
richest market between 
Portland and San Francisco 


—where thousands of newcomers 
each year establish new brand 
preferences (and invest in every- 
thing from lawn seed to fishing 
tackle). 


Ask your Hollingbery man, or 
Art Moore & Associates (Port- 
land-Seattle) for the full story of 
this important area. 
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SHIRT SLEEVES SESSION 
ADVERTISING CLUB OF ST. LOUIS 


presented by 


e. J 


| RUTLEDGE s LILieNwnPretcto, ! 
STATLER HOTEL, JULY 23, 1957 

} 
| 


MENU | 
RELISHES 

STUFFED OLIVES - PICKLES — A. C. L. Hoase Co. 
BOOSTER—A 
luncheon consist- 
ing entirely of 
products of the 
agency’s clients 
was served when 


COCKTAIL 
SHRIMP — Booth Fisheries SAUCE — A.C. L. Haase Co. 


SALAD 
COTTAGE CHEESE ON PINEAPPLE RING — Pevely Dairy Co. 


ENTREE 
HEIL’S CENT-R-CUT HAM — SUGAR CURED — HICKORY SMOKED 
MADEIRA SAUCE 


VEGETABLES Rutledge & Lil- 
pooner a ne eee ienfeld, St. Louis, 
DESSERT conducted the 


TRES BIEN ICE CREAM — Pevely Dairy Co. July 23 “Shirt 


Sleeves Session” 
of the Advertis- 
ing Club of St. 
Louis. Granville 
“Pick” Rutledge, 
agency president, 
spoke on tv food 
advertising. 


BEVERAGE 
COFFEE — Dining Car Coffee Co. 
MILK — Pevely Dairy Co. 


PRETZELS 
Rold Gold 


ROLLS 
Catherine Clark's Brownberry Ovens 


SUGAR 
Colonial Sugars Co. 


FAVORS — ReaLemon Puritan Co. 


All componses lasted ere clients of Rutledge @ Lihenield Inc 


with NBC for 20 years, has been | statements will be provided as soon 
assigned to the TWW staff and is 


as the new book is eligible to ap- 
working out of the organization’s | ply. Advertisers will be offered a 
London office. + 


combination rate on the two books. 


Good and Plenty TV Push Set 

Quaker City Chocolate & Con- 
fectionery Co., Philadelphia, will 
promote its Trick or Treat Hal- 
lowe’en package of Good and Plen- 
ty candy in a full-scale tv cam- 
paign in eight major markets. It 
will mark the first time the com- 
pany has used up to 50% of its 
regular tv commercial time to push 
a Hallowe’en package. The cam- 
|paign will start two weeks before 
|Hallowe’en in New York, Phila- 
older sister publication, Motor |delphia, Boston, Baltimore, Detroit, 
Service. | Pittsburgh, Chicago and Los An- 

Advertising rates will be based|geles. The packagé contains 24 
on $4 per thousand circulation |standard 5¢ packages of Good and 
| (same as the present rates on Mo-|Plenty and features a pumpkin 
|tor Service). cut-out on the back. 


| | ‘Service Station Management’ 
| Will Be Published Next March 
Service Station Management, a 
new monthly trade publication 
aimed at service stations special- 
izing in automotive repair service, 
will be published beginning next 
March by Motor Service Maga- 
zine Inc., Chicago. The new mag- 
azine will guarantee coverage of 
more than 135,000 service stations, 
no part of which is to duplicate the 
present 165,000 circulation of its 


Audited circulation 


| Have you made this important discovery 


Is your Company attracting its share of support from the 
| ever-increasing number of Americans who are investing in 
business? Through Barron’s you get right to the men who are 
the key influences in this tremendous flow of investment 
dollars. Barron’s readers form the backbone of the financial 
community. Through them, you shake hands with and be- 
come better known to thousands of other individuals. Your 
quest for a broader stockholder base is greatly expedited 
when you gain their favorable awareness. 


Barron’s, the only weekly affiliated with the vast Dow- 
Jones news service, is the preferred financial publication.* 
Its circulation is at a new high: 85,973 attained, as of June 
24, 1957. For wider recognition, advertise in Barron’s— 
preferred by the recognized financial leaders. 


Get to the Financial Community 


a BARRO} 


-. where advertising, too, is re 


Ask for the latest readership 
study among Security Analysts 
and Investment Bankers! 


* 


50 Broodwoy 


BOSTON 
388 Newbury St. 


LOS ANGELES 
2999 W. 6th St. 


71) W. Monroe St. 
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H. W. Dengler, Fee 
System Proponent, 
D&C VP, Dies at 66 


New York, Aug. 6—Horace W. 
Dengler, 66, vp of Donahue & Coe, 
died Aug. 4 of a heart attack at 
his summer home on Lake Mo- 
hawk, N.J. 

Born in Philadelphia, Mr. Deng- 
ler began his career with the Penn- 
sylvania Railroad. Later he joined 
the late Ivy Lee here to do pub- 
licity for John D. Rockefeller. 


In 1924, Mr. Dengler and two 
friends—Stuart D. Cowan, then an | 
executive and stockholder of J./| 
Walter Thompson Co., and William 
Dempsey, a drug advertising spe- 
cialist—formed a new agency, 
Cowan, Dempsey & Dengler. Mr. | 
Dempsey left in 1928 to enter the 
drug business and later became 
president of Sharpe & Dohme, and 
the name of the agency was short- 
ened to Cowan & Dengler. 


@ The agency became notable 
particularly for its opposition to 
the conventional 15% agency com- 
mission. Instead of operating on 
the commission basis, Cowan & 
Dengler operated on a fee system. 
It sized up an advertiser’s problem 
and estimated the amount of mon- 
ey it would cost to work on it. 
This fee was balanced by what the 
commission on the account would 
be. Where the fee exceeded the 
commission, the client paid the dif- 
ference. Where the commission 
exceeded the fee, the difference 
was put into a special bank account 
from which withdrawals could be 
made only over the signature of an 
executive of the client company 
and a C&D principal. In essence, 
it was a fee system worked within 


the framework of the 15% com- 
mission, and the reserve account 
(used to buy special services out- 
side the normal range of agency 
facilities) kept the system from 
any taint of rebating. 

In 1935 C&D was merged with 
Donahue & Coe, and Mr. Dengler 
became a vp of that agency. Mr. 
Cowan retired, and died the fol- 
lowing year. His son, S. S. Cowan 
Jr., joined D&C as a vp in 1955. 


HAROLD E. CASSILL 

SPOKANE, Aug. 6—Harold E. Cas- 
sill, general manager of the Spo- 
kane Daily Chronicle and the 
Spokesman-Review, died Aug. 2 
at the age of 60. He had suffered 
from heart disease a month earlier 
but had been released from the 
hospital a few days before his 
death. 

Mr. Cassill was born in Des 
Moines, Ia., and attended Mon- 
mouth College in Illinois. He 
joined the Chronicle editorial staff 
in 1923 and became managing edi- 
tor in 1941. In 1947 he was ap- 
pointed assistant general manager 


of the Chronicle, and in 1950 gen- 
eral manager of both dailies. 

| 
RICHARD A. STAPELLS 

Toronto, Aug. 6—Richard A. | 
Stapells, 78, chairman of the board, 
J. J. Gibbons Ltd., died at his 
home Aug. 1. 

Born in Toronto, Mr. Stapells 
was a manufacturer before joining 
the Gibbons agency some 25 years 
ago. He was a member of a num- 
ber of associations, including the 
Canadian Manufacturers Assn. 
Though he never drove a car, he 
was for some years honorary pres- 
ident of the Canadian Automobile 
Assn. and the Ontario Motor 
League. 


TRACY L. BARKER SR. 
BrIsToL, Conn., Aug. 6—Tracy 

L. Barker Sr., 82, retired Maine 

newspaper executive, died here 


July 29 after a brief illness. A res-'! 


ident of Springfield, Mass., Mr. 
Barker was visiting a son, Tracy 
Jr., when he was stricken. 

He was a former owner of the 
Times, Rumford Falls, Me., and 
was associated with the Press Her- 
ald, Portland, Me., for 25 years, 
prior to his retirement about five 
years ago. 


DAVID H. DECKER 


executive of the Katz Agency, Chi- 


sentative, died July 28. Mr. Decker 
had been ill for some time with 
asthma and heart trouble. 


RALPH G. FREPPON 


Decker, 60, for 20 years an account |He suffered a heart attack. 


CovincTton, Ky., Aug. 6—Ralph 
|G. Freppon, 58, advertising man- 
ager of the Kentucky Times-Star,|of marketing (AA, July 15). For 
died July 30 while vacationing at|the past seven years Mr. Treuen- 
WHEATON, ILL., Aug. 6—David H. \a fishing camp near Curtis, Mich. 


|Wholesale Grocers Assn. 


cago, national advertising repre-|Naqmes Treuenfels Exec VP 


|come exec vp and secretary of the 
National-American Wholesale Gro- 
cers Assn., New York, on Sept. 1. 
He will succeed Ralph B. John- 
son, who will join H. J. Heinz Co., 
Pittsburgh, as assistant to the vp 


| 


fels has been marketing counsel of 
NAWGA, with the title of vp. 


| Rudolph L. Treuenfels will be- | 


45 


Kotex Offers $4.95 Premium 

Kimberly-Clark Corp. is offer- 
ing consumers a Pick-A-Pearl 
bracelet for $1 and the end flap 
‘from any box of Kotex. A $4.95 
value, the company says, the 
bracelets contain tiny permanent 
magnets which hold pear!-like but- 
|tons in place, complete with four 
|pairs of different colored pear) 
settings. The offer is being adver- 
tised in national magazines and 
‘Sunday supplements. 


SHOPPI 


Act now and some 2,500,000 gift-minded men will 
see your product in TRUE’s big Christmas issue.* 
That’s the largest men’s market in America, with 
minimum overlap from the mass weeklies. TRUE 
men prefer their own magazine... and they take 
the same active interest in their Christmas shopping. 


If you have a gift item or any product where the 
buying decision is made by the man, tell your 
nearest TRUE ad office your space-needs now and 
nail down that special saving of $1260 per page... 
17% per line. 65 advertisers have already reserved 
space in this great December issue. Remember, 


"TIL 
CHRISTMAS 


JUST 5 MORE 
‘DAYS 


Iw 


SAVE %1260 PER PAGE...17% per line, by placing your ad order 
for TRUE’s special Christmas issue before 5:00 P.M., August 16. 


August 16 is the deadline. Just the order now... 


plates can follow later. 


*EXTRA BONUS: It’s a fact that over 1,300,000 
women will be latching on to TRUE soon as their 
men lay it down... to find out what he wants. 


‘rRUE: 


America’s Largest Selling Man's Magazine 
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Typical Radio Station 
Made 10% Profit in 


1956, NARTB Reports 


WASHINGTON, Aug. 6—The typ- 
ical radio station last year had 
revenues totaling $100,000 and 
$90,000 in expenses, for a 10¢ prof- 
it margin on every sales dollar. 

These figures and others are 
contained in a 5l-page financial 
survey of 900 U.S. radio stations 
made by the National Assn. of 
Radio & Television Broadcasters. 

A revenue breakdown on a na- 
tionwide scale showed that local 
advertisers accounted for 87% of 
the typical radio station’s time 
sales in 1956. About 13¢ from each 
time sales dollar came from na- 
tional and regional advertisers, 
while less than 1% was from net- 
work sponsors. 


= Local time sales accounted for 
roughly 60¢ to 75¢ of the total 
time sales dollar in markets of 
more than 100,000 population, 


oo ee 


Requirements 


Serves Management 
On Photoengraving 
And Platemaking 


Because of their importance in 
production costs and printing 
quality, photoengraving and plate- 
making articles get prime reader- 
ship by AR’s 21,000 advertising 
readers. Here are typical arti- 
cles which AR readers keep with- 
in handy reach: 


“Double Value for Production 
Dollars” 
“Do's and Don'ts for Better Elec- 
trotypes” 


“How to Use Mechanical Screens” 
“Dictionary for Duplicate Plates” 
“ROP Color—A Report" 
“Electronic Photoengraving” 
“Enlarging ROP Color Plates” 


Sells Management 
On Photoengraving 
And Platemaking 


te Coverage—Top Readership 
—Top Kesponse; AR offers all 
three to suppliers in top advertis- 
ing markets. Among leading firms 
using AR to reach buyers in the 
estimated $96,000,000 photoen- 
raving market and the estimated 

3,000,000 electrotyping market 
are such names as: 


Superior Engraving Company 

Collins, Miller & Hutchings 

Reilly Electrotype Company 

Dot Engravers, Inc. 

Northwestern Photo Engraving 
Company 

The Progress-Hanson-Progressive 

Group 

Acme Gravure Services, Inc. 

International Color Gravure, !nc. 

G. R. Grubb & Co. 

Kaufmann Mat & Stereotype Co. 

Whether photoengraving and plate- 

making represents your problems or 

Se gaa to AR for re- 


Adchvertising | 
Btcrcgenimemanne ants 


ADVERTISING AGt ond INDUSTRIAL MARKETING 


compared to the nationwide fig- 
ure of 87¢. National and regional 
business constituted 20¢ to 40¢ 
in these larger markets, com- 
pared to the nationwide propor- 
tion of 13¢. 

The proportion of total time 
sales derived from networks 
would be much larger if only 
those stations affiliated with na- 
tionwide networks were consid- 
ered, NARTB reports. About half 
the stations in the survey were 
independents. 


The trend since 1955 has been 
a slight increase in total revenue, 
a smaller increase in total ex- 
pense and a small widening of the 
profit margin, NARTB finds. For 
example, the typical radio station 
increased its total revenue from 
$99,000 in 1955 to $100,000 in 
1956 and to an estimated figure 
this year of $103,000. The respec- 
tive increases in total expense 
were from $88,000 in 1955 to $90,- 
000 last year and to an estimated 
$91,000 in 1957. # 


‘Hobby Merchandiser’ Sold 

Hobby Merchandiser has been | 
sold by Kalmbach Publishing Co., 
Milwaukee, to Hobby Publications, 
New York. The purchaser will | 
|combine the former Kalmbach pa- | 
|per with its Craft, Model & Hobby | 
Industry. Reason for the sale, ac- | 
cording to A. C. Kalmbach, presi- | 
dent of Kalmbach Publishing, is | 
to enable the company to concen- | 
trate efforts in model railroading. | 
jane company has three amend 
devoted to that field. 
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Tabelle Joins ‘U. S. News’ 

Arne H. Tabelle, formerly prod- 
uct manager of Chas. Pfizer & 
Co., New York, and before that 
advertising manager of Hoard’s 
Dairyman, has joined the adver- 
tising sales staff of U. S. News & 
World Report, Washington. 


Four A’‘s Elects Ackerman 
Ackerman Associates, Oklaho- 
ma City, has been elected to 
membership in the American 
Assn. of Advertising Agencies. 


Support the Ad Council Campaigns 
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Two Order NBC-TV Time 


Two advertisers have signed for 
extended participation campaigns 
on NBC Television’s “Today.” The 
Florida Citrus Commission or- 
dered 52 participations to be 
scheduled between Dec. 2 and 
June 27, 1958, through Benton 
& Bowles. Grove Laboratories, 
through Cohen & Aleshire, or- 
dered 52 participations for 4-Way 
Cold Tablets and Fitch hair prod- 
ucts, running from Nov. 18 to 
April, 1958. 


Culligan Sets Fall Ads for 
Automatic Water Softener 

Culligan Inc., Northbrook, IIL, 
manufacturer of water condition- 
ers, will invest $380,000 in maga- 
zine advertising this year to in- 
troduce its new automatic water 
softener. The fall campaign will 
open with a b&w page in Life 
Sept. 16. Ads also will appear in 
18 other magazines. 

The Sept. 21 issue of The Sat- 
urday Evening Post will contain 
two facing pages featuring the 


new softener and carrying a com-|Radio & Phonograph Corp. 


plete dealer listing. Alex F. Franz 
Inc., Chicago, is Culligan’s agen- 
cy. 


Haas Named VP 

Howard G. Haas has been 
named vp in charge of sales of 
the room air conditioner division 
of Mitchell Mfg. Co., Chicago. 
Mr. Haas was formerly vp in 
charge of advertising and sales 
promotion. He succeeds E. A. 
Tracey, who has joined Emerson 


sales manager. Walter Zale, a 
member of the advertising and 
sales promotion department, will 
take over Mr. Haas’ former du- 
ties. 


Ford Joins Burton-Dixie 

Vince Ford has been appointed 
to the new post of director of mar- 
keting of Burton-Dixie Corp., Chi- 
cago. Mr. Ford was formerly a 
free-lance in the marketing con- 
sulting field. 


Over WBC, music is programmed with care, with 
skill . . . yes, with real art. Because it is a fresh, 


new art—the way 


WBC deejays serve up the 


records that keep listeners listening. 

No run-of-the-mill record spinners. They’re all 
distinct personalities, each one with a distinctive 
popular appeal. And, what’s all-important — with a 
following! A big, tune-happy following! 

To get their ear, to prove that No Selling Cam- 
paign is Complete Without the WBC Stations, start 
calling A. W. “Bink” Dannenbaum, WBC VP-Sales, 
at MUrray Hill 7-0808 in New York. 


WESTINGHOUSE 
BROADCASTING 
COMPANY, INC. 


WIND represented by A M Radio Sales 
WAAM represented by Blair TV 

KPIX represented by The Katz Agency, Inc. 
All other WBC stations represented by 
Peters, Griffin, Woodward, inc. 
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Two-Way Contest 
Designed to Boost 
Listening, Sell Cars 


PirtsspurcH, Aug. 7—Pittsburgh 
area Mercury dealers and Radio 
Station KDKA have launched a 
coordinated effort during August 
to spur the sale of Mercury cars 
and increase the station’s audience. 

The contest, conceived by KDKA 
and Price & Price Inc., Pittsburgh 
agency for the Western Pennsyl- 
vania Mercury Dealers Assn., cen- 
ters around a crossword puzzle that 
is distributed only through the 
dealers. 

The puzzle tests a person’s 
knowledge of the station and the 
1957 Mercury line, and KDKA 
broadcasts contest clues through- 
out the day. Contestants must com- 
plete the puzzle, answer a series 
of questions and compose a 25- 
word statement on “Why I 
wouldn’t be without a radio.” 


s Promotion for the contest in- 
cludes more than 100 one-minute 
spots per week on the station, plus 
newspaper advertising. 

Prizes for the “Family Contest” 
depend on the size of the winner’s 
family. First prize is a Mercury 
station wagon for the head of the 
family, a major appliance for his 
wife, a Westinghouse portable tv 
for each child, a clock-radio for 
each bedroom and a weekend trip 
to New York City for the entire 
family. + 


Liquor Taxes Up 8.2% 

The alcoholic beverage industry 
produced $4,096,920,296 in reve- 
nues for federal, state and local 
governments during 1956, accord- 
ing to the Distilled Spirits Insti- 
tute. This represents an 8.2% in- 
crease over 1955 revenues. The 
alcoholic beverage industry is the 
nation’s largest taxpayer, accord- 
ing to DSI. 


Forbes Appoints Two 

Joseph C. Meara has been 
named sales manager of Forbes 
Lithograph Mfg. Co., Boston. Mr. 
Meara was formerly vp and direc- 
tor of Oxford-Print Co. John A. 
Bogart Jr., with Forbes since 
1954 as advertising and sales pro- 
motion manager, has been pro- 
moted to manager of creative 
sales. 


Your Promotion Launched 


Ow timo! 


jotex 


"s as disappointing as hav- 

arrive too late for an 
important promotion. If we say 
well meet your shipping date. . . 
we will! Phone Betty Wolfe, Wil- 
lard, Ohio, 231 for our prompt, de- 


pendable service. 


p— Mal Coupee For FREE QUALATEX Halos itrmatog «= 


The PIONEER Rubber Co. 
408 Tiffin Road 
Willard, Ohio 


Please send me: 


(0 Name of my necrest QUALATEX 
Distributor. 


CD Free “Advertising Balloon Fact 
Pack” (ideas, samples, prices and 
imprint worksheet). 

Firm 


Address 
City Zone —— State 
Req ted by | 


Nothin 
' ing ba 
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Atlantic City Yress 


Rolland L. Adams, President 
Gallagher-DeLisser, Inc., National Representatives 


ATLANTIC CITY 
his New verseys 3-D market! 


The best big city market in New Jersey is 
Atlantic City . . . and here are the three 
“Ds that round out the picture: 
Density of population. 

(A year ‘round market of 143,000 people!) 
D emand for goods. 

(Over $52 million yearly in food sales 


alone . . . 7th highest per family in the 
U.S.A.!) a 
Deptn of coverage. 


Our circulation has increased 13% over 

a year ago. June, 1957 Net Paid—42,655 

(Publisher's circulation records). The Press 

is read by over 80% of the families in the 

metropolitan area. 

Put the Atlantic City Press on your media 
list and see what a difference it makes! 


Hotfman-La Roche Changes 
Pharmaceutical Division Name 

Hoffman-La Roche, Nutley, 
N. J., will change the name of its 
pharmaceutical division to Roche 
Laboratories, 


Change is to provide emphasis on 


a one-word company name, ac- 


cording to Hoffman-La Roche. 
Carborundum Names Basford 


Carborundum Co., Niagara Falls, | 
has appointed G. M. Basford Co., 
New York, to handle its new heat 


technology program. This will in-| . 
volve several divisions of the com- | § 
pany and will be in addition to the | 


advertising of the refractories di- 
vision, which has been handled by 
Basford for several years. 


H-R Opens Detroit Office 

H-R Representatives and H-R 
Television has opened a new of- 
fice in Detroit at 1065 Penobscot 
Bldg. Andrew M. Gent, formerly 
Detroit radio-tv representative for 
Capper Publications, heads the 
new office, which is H-R’s tenth. 


division of Hoff-| 
mann-La Roche Inc., on Sept. 1. | 


1% million persons 


“a by mink any place! 


1% million potential customers make a good size market no 
matter where you find it. If you have distribution throughout 
the Salt Lake Intermountain Market, you'll be interested to 
know that in the West people’s needs are the same but market- 
ing is different. They have the money to buy.. 


bigger and differenter 
than you might think ! 


The Salt Lake Tribune 


. (MORNING & SUNDAY) 


Represented Nationally by MOLONEY, REGAN & 


. but must be 
sold! And experience shows that the only effective way to sell 
them is by using the combined sales power of Salt Lake’s two 
great metropolitan newspapers which reach and sell this 
entire four-state market. 


Salt Lake City is just the beginning of the Intermountain Market. 


The Salt Lake Intermountain Market is 


HMITT, Metro Comics Network. 


ead ee ae 


vf all beer chanelinny goits this well be lar pe 


ron bw kas Factor 


ELECTRIQUE DISPLAY—Max Factor & 
Co., Hollywood, has prepared this 
counter display for the Christmas 
season. The Pet Poodles each carry 
a 1%-dram purse flacon of Elec- 
trique Parfum. 


Magazine, Book 
Sales in Chains 
Near $60,000,000 


New York, Aug. 6—Chain food 
stores are doing an ever increasing 
volume in general magazines and 
are expected this year to ring up 
$50,000,000 to $60,000,000 in sales 
of magazines, comics books and 
children’s books, Chain Store Age 
reports. 

The chain stores average a selec- 
tion of about 60 magazine titles, 
the magazine says, but notes that 


about 80% of the dollar volume 
comes from the top 20 magazines. 
Chains are currently re-evaluating 
their magazine stocks and it is 
likely that more titles will soon be 
offered, the magazine adds. 

The sales figures projected for 
this year break down as follows: 
| $33,000,000 to $39,000,000 for gen- 
eral magazines; $11,000,000 to $15,- 
000,000 in comics books, and $9,- 
500,000 to $13,000,000 in children’s 
books. # 


Mauro Joins Branham Co. 
John B. Mauro, formerly of 
This Week Magazine and the 
New York World Telegram & 
Sun, has joined Branham Co., 
New York, national advertising 
representative, as research and 
promotion manager. 


Wines & DeWitt Formed 

James P. Wines, formerly gen- 
eral director of public relations and 
advertising of the Fisher Body 
| division of General Motors Corp., 
jhas established Wines & DeWitt, 
Detroit. Offices are at 99 W. Beth- 


Bune St. 


Nobody spends 
| like the man in love! 


. and the do-it-yourselfer is in love 
with his hobby. Nobody quits after 
buying one orchid for his lady fair. 
And this explains why the do-it-your- 
selfer keeps on buying innumerable 
things: 444 hammers, 9%o screw 
drivers, 20Vio wrenches, 424 motors, 
etc. His is a devoted and ceaseless 
courtship of achievement. Why not 
profit by our latest eye-opening infor- 
mation about the buying habits of 
these liberal spenders? 


Write today to 


mane NOME 


CRAFTSMAN 
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“The Olympic 
is a delightful 
Seattle landmark”. 


“I always make it a point ro stay at the 
Olympic Western Hotel when I'm in Seattle,” 
says George Killion of § - 
dent of 


TESTIMONIALS—Top names in west- 
ern business are featured in cur- 
rent advertising by Western Hotels 
Inc. The two-column by 20” ads 
run monthly in 19 newspapers in 
seven western states and British 
Columbia. Cole & Weber, Seattle, 
is the agency. 


FCC Ponders Low 
Power TV Repeater 
Stations for West 


WASHINGTON, Aug. 6—LOW 
power tv repeater stations for 
small communities will be con- 
sidered by the Federal Communi- 
cations Commission, in response to 
a petition from governors of a 
number of western states. 

The petition asked that hear- 
ings be held in Colorado to show 
that, on an engineering basis, vhf 
“booster” systems are preferable 
and better adapted to geographical 
conditions in the West than uhf 
“translators.” 

FCC turned down the Colorado 


hearings but gave interested par- | 
ties until Oct. 1 to submit technical 


data on proposed rules for the es- 
tablishment of low power broad- 
cast repeater stations operating on 
both vhf and uhf channels. 

The proposed rules would limit 


power to a single watt and would | 


set up certain other standards to 
prevent interference with estab- 
lished stations. The repeater sta- 
tions would be permitted to uti- 
lize any channel so long as they 
did not interfere with any existing 
station’s signal. + 


‘Legion’ Names Webbe Co. 

Alexander G. Webbe Co., Chica- 
go, has been named to represent 
American Legion Magazine in 
northern Illinois, Wisconsin, lowa, 
Minnesota, Nebraska and North 
and South Dakota. The company, 
which was founded two years ago 
by Mr. Webbe, also represents 
Wisdom and Diplomat in the Mid- 
west. 


Sudler & Hennessey Names 2 | 

Joan R. Appel, formerly a copy- | has appointed Richard Campbell 
writer with Pharmaceutical Ad-|Zahn, its marketing director, to 
vertising Associates, has joined the | the additional post of publicity di- 
creative staff of Sudler & Hen-'! rector. 


|nessey, New York. The agency aiso| Krein Joins Aubrey, Finlay 


49 


has resigned to join Aubrey, Fin- 

Edward F. Krein, general sales |lay, Marley & Hodgson, Chicago, 
manager of Massey-Harris-Fergu- |as account executive on the Inter- 
son Inc., Racine, Wis., tractor and | national Harvester Co. farm equip- 
farm implement manufacturer, | ment account. 


— 


SAN DIEGO - 
YOUNG GIANT MARKET 


1956 Automotive Sales: 
*, $186,836,000° 


In 1956, San Diego County automotive sales totaled 
more than $186 million — just one indication of the 
market's solid prosperity and dynamic expansion. 


This Young Giant Market of the West ranks 23rd 
among the nation’s 262 Metropolitan County Markets 
in automotive dealer and store sales . . . 


bigger than — 


indianapolis, Indiana. . . $182,465,000 
Portland, Oregon .... 174,162,000 
Seattle, Washington... 161,127,000 
Louisville, Kentucky ... 157,931,000 


To sell San Diego — at the lowest cost per sale — 
take advantage of the 83% saturation coverage offered 
by The San Diego Union and Evening Tribune. 


Sales estimates copyrighted 1957 Sales Management Survey of 
Buying Power. Further reproduction not licensed. 


“The Ring of Truth” 


COPLEY NEWSPAPERS 


15 “Hometown” Newspapers covering San Diego, California — 
Northern Illinois — Springfield, Illinois — and Greater Los Angeles... 
Served by the COPLEY Washington Bureau and the 

COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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Cattle Group Has New Rates a further concession is made to ad- 
Following the suspension of vertising placed in all three pub- 

Coastal Cattleman, a new rate card |lications. 

has been issued for Southern Live- 

stock Journal, Florida Cattleman|Daystrom Names Simpson 

and Breeder-Stockman. New rates| John E. Simpson has been ap- 

cover ads bought singly and in pointed advertising and sales pro- 

combination in these Southern Cat-| motion manager of the Daystrom 

tle Group publications. A discount |furniture division of Daystrom 

of 10% is computed in the rate |Inc., Olean, N.Y. He was formerly 

structure for advertisers using any general merchandise manager of 

two of the three publications, and |Hickok Mfg. Co., Rochester. 
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‘60 


FIRST PRIZE 


trip for two to Paris 
plus *6000 mink coat 


Phen VO taps Mote! Clandge het PBHOO om ovh Fly Mauna Trip OC PC 
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Surprise oifts 


to first 2.500 entries 


” 
> 


DOUBLE FiRST—The first big consumer contest by a top fragrance ad- 
vertiser and the first page and a half space unit used in Life are 
claimed by Lentheric division of Helene Curtis as it gets its $60,000 


contest under way. 


before july 1, 1957 
is ancient history in 


LIMA, OHIO 


That date, when the first issue of The Lima Citizen 


was published, marked the birth of a new commun- 
ity spirit. Over night the newspaper picture 
changed. Never before had a newcomer to a local 


scene been assured of such loyalty. (See TIME 
Magazine, Page 71, July 15 issue.) 


To be up on the significance of this journalistic 


miracle, you have to check anew on Lima, Ohio. 


it’s the 


NMA CITIZEN 


n local display advertising 


— 


Goodyear Boosts Three 

C. Noble Gates, formerly man- 
ager of the international advertis- 
ing department of Goodyear In- 
ternational Corp., has been named 
director of advertising and sales 
promotion. At the same time, P. T. 
Carroll, who had been assistant 
manager, was named manager cf 
the advertising department, and 
W. J. Van Nostran, an advertising 
staff member, was appointed man- 
ager of a new sales promotion de- 
partment. 


Fluor Appoints Cash 

Walter C. Cash has been ap- 
pointed advertising manager of 
Fluor Corp., Los Angeles engineer- 
ing-construction company, suc- 
ceeding Walter E. Terry, who has 
joined Johnson & Lewis, San Fran- 
cisco agency, as general manager 
(AA, July 29). Mr. Cash was for- 
merly assistant merchandising di- 
rector of the western division of 
Foote, Cone & Belding. 
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All Entries Will Be 
Fragrant in New 
Lentheric Contest 


Cuicaco, Aug. 7—Judges will 
have to sniff each entry for proof 
of compliance with the rules in a 
new jingle contest being pro- 
moted by the Lentheric division 
of Helene Curtis Industries for its 
Tweed products. 

Since Tweed has no box tops to 
send in as proof of purchase, all 
entries must be either sprinkled 
or sprayed with one of the four 
Tweed products—hair spray, bou- 
quet, shampoo or bath powder. 


= The initial ad for the $60,000 
contest is scheduled for Life (Aug. 
19) and consists of color page 
and a half spread—the first time 
such a space unit has appeared in 
Life, Lentheric says. Two follow- 
up ads will appear in Life on 
Sept. 2 and 16. 

First prize in the contest, billed 
as the first big national consumer 
contest ever used by a top fra- 
grance advertiser, is a trip for 
two to Paris, plus a $6,000 mink 
coat, a 15-day stay at the Hotel 
Claridge on the Champs Elysee 
and $500 in cash as spending 
money. 4i9 other merchandise 
prizes are being offered. In addi- 
tion, “surprise” gifts are offered 
to the first 2,500 entries. 

Gordon Best Co. is the agency. 


New ‘PR Register’ Issued 

The Public Relations Society of 
America Inc., New York, has pub- 
lished its ninth annual “Public 
Relations Register.” The new edi- 
tion lists more than 2,500 men 
and women engaged in all seg- 
ments of the pr field. It may be 
purchased for $25 from the society. 


Baldwin Joins Rumrill Board 
William M. Baldwin, co-founder 
and chairman of the board of 
Baldwin, Bowers & Strachan, Buf- 
falo, has been elected to the board 
of directors of Rumrill Co. The 


Buffalo agency is a division of 
Rumrill, which now has offices in 
| Rochester, Utica and Buffalo. 


ya 


Means Advertising in Gapanese 


THE DENTSU SERVICE 


fi rST in classified advertising 
fi CSP in circulation* 


in the heart of the community 


*First 15-day average, CPA audit: 
24,028 daily, 24,572 Sunday and still growing 


The Lima Citizen Publishing Co., Lima, Ohio 


Represented by Shannon & Associates, INc.,cricoge, mew York, Clevelond, Detroit, Atlente, Sen Froncisce, Hollywood 


1gO! 


Established 


* Stands on a base of comprehensive research 
* Includes eye-catching art and design 

* Embraces all phases of advertising 

* Results in campaigns that sell 


ADVERTISING LTD. 


HEAD OFFICE: Nishi-Ginzc, Tokyo 


MAIN BRANCHES: Osaka * Nagoya « Fukuoke 
Sapporo * Yokohama * Kyoto * Kobe * Sendai 
Hiroshima * Nagasaki 


Ah aoe Oa RAS a cms Sek RN RIO G. SE Mellie Rese Baler a ger ana oT a Sa +, ann aie 6.5 5" =" ne gS Ce aa gies ein 9 a Sie re wenger a OP Ee ea, ee! S. SS e neg te Scent age 
eee ee ee ee ar ee ee EE as a ee ae 
ee a 7 ete Gene Tate eee oO eae sea ars ee OT Rk er BO <0) Ree aan i SS.) 2 ag Syne a Sit. Sze ME) keer. 2 ec ee ee ae 
Pt eed fee Ree * eal See 38) Ging a ae sere cart ae 5 ie ee 2 ei gt ee : ees i. ae Une Pie in Bs MEN oe is ee 8 Py eS % soe Sida eisai o> a, Gea 2 Tags 
Se aan pes 2 ee ein ea Bear) =i er iin ail Rupee Pi aides aa Beat we! Vn eae Ue ens : i ; i) se all f MT ia Cope ag Mech Pas fee a ee io a ere ah 
a ne a ae 5 hs: me x hia ge evipar ery A = aye eng ge 2 Pai pie: ME ic Me <i Feed vt ng i eee ees 3 > ae a. 2 Sa saa Rey ee ee eee ere EC ich re mb ema iN RA nga an 
cali oie a ha ae A IR te ge Ue a ee eines. eer = 
2 a a ila es ie Pe ee ine 3 i ee : (ho eae ve : a ess lr ld ae) See ogee oY CeCe nee we oo SON nC ee ae 
ae a i 7 
“a aa : 
’ aan a “en m 
Bethe £ a 
Bese tee = 
‘aaa: WwW Jin 
q BA EE Regier mts Airmen : 
a Oe tS im 
a: techy = sothaine Beeman Pare # 
ee iS ri 
ie 1 eh at tte oak 2 
fae: Sate-ann tr os a 
eas a el 
ie ae i é 
oe ee Winia... -- i 
a Y a 498 OF MER ExCITWS PRES p- 
te | ¥ 
fee 4 Hints to hetp you wi! j " — " 
ama -_— eeinees ette--- bl ; ay sco ks 
seem = a a , — s ie 7 oe . a. .- wee ey: Y act “= ge ‘ 
Fe Fre Ne a - , . ot ist re : ee 3 na ne am emmay A ; ‘hi - 
AA | Seta. some ao =" 
ee eS Ss pu i. 
oF pele Fi SSIS SLSR SR ae Siem <r } ‘ =a Fg A Spe = x e * s 
ee ——————————— a = | 
ae ere a | = a be —a— ed i 
an a ———o “JUST FINISH P lee =a i 
Liao on Pre | : THIS JINGLE: , pd z 
aay e - : rer nhs cee co meme nage aovaus? ij = 
jaa ae Ah diaalieny . : 
Be A ‘ H th a : es 4 A ‘ : Ah prntncty werent Paced ate fatten ~~~ oo) ae } Simoni at a 
s ; fs Peed a 4 . ct cans : + eanageeaccred 7, 3 *t 4} eae — 
_  e one : e ae ge We ¢ palestine lad alae te 
a 2 5 am — jnasen ee al: a ==) SSS ES ” 
ee = ta ; all a ™ ry et a =, tmesiouccsct te 4 7 — 7 
ee : . r “2 sik. ei. Si J be ro ay aor td ike | 4 — fe | 
: : a” . ae ie aes FS . . ears eOwoen IG Gay az 
ee oe 3 am ores Seek ; eS Fo ~ et | 
SBesine to buyers aes ats: | Ee Eve |e : 
aaa ° i . Specermcseers SPe-. seats Ss |= SS = 7 
ar a : ‘. ‘ . =e - a a os too == 
eg . ae 4 He 
y: es » . ee) ~ 4 
nedas PC = 
ead ie “tee, | os 
i ee sian 
oe . 
° 
eo ” pees \ ee : 
- ah ral we 
Pe r | ‘ 
ns Seueauiel ; . 
vane GS ae . 
a | ‘ yo ; 
owt epicncts re: - a 
i ae RS = =| (IA 
yale ere mae 8g 7 iP ‘\ . 
} YW) | | 
ae game “~S . | . 
ie | 
(on r Qui SY | ‘ 
oe w z Ce es =) | : 
ae Z Sis G) 4 ia 
ali. Nee 
aise se ’ 
; ° ——e 7 
x! | : 
See } . 
a See \ / gg i —_— i — ————————————————————————————————a 5 
a? | 
\ ¥ — = 
Saas | ee ie 
¢ eae, 
eee sf 
Stee ‘ f 
BS eval 
Bi Se J 
eae + ae , 
es tie 4 ‘ ¥ 
Aah eae 
Boosie ee a 
eo A sate 
acne 
ines now iii! ; 
te ere be ) i . 
eS oe ri 
; ore ad ‘ 
ie ate iG ba & a ; 
vi “iy ew ; 
ce ete ; I r S t Po | 
ae oe 
Fete) ere 
pays 3 a 
re ae 
Pas _ 
ee p> ‘i 
cA a 
x i * a — , 
: pe ps say ieee ed “ Wigs ee Fe SN ae en ee ee eens ys Pee eg es a ky ee ae e eel reas sai ct Mak cats i ‘ fi anita : bites Z eos 
ae mae coo gaa a al re MRR NSE ACS ial a So ye eee See te Re a eee ee eee plaice als Ne Se ee Sc NR eee 2 ean a gel ie ee A Sega” SR 
ee gE ea leant aoe ere ee ee pa ee ere oe Ae, eae tee gee PEE eset th Se ME Pie ae ge A a aL Te at ay 


Advertising Age, August 12, 1957 


‘ ~ 


WILLIAM D. STROBEN has been named 
director of advertising of the Norge 
division of Borg-Warner Corp., 
Chicago. Formerly an account ex- 
ecutive with Einson-Freeman Co. 
and McCann-Erickson, Mr. Stroben 
succeeds Robert J. Runge, who has 
joined Futorian-Stratford Furni- 
ture Co. as director of marketing. 


Salesmen’‘s Income 
Last Year Was Up 
4.3%, Survey Shows 


New York, Aug. 6—Salesmen 
for manufacturing companies 
earned 4.3% more last year, on 
the average, than they earned the 
year before, the American Man- 
agement Assn. reports in its sec- 
ond annual survey of sales com- 
pensation. 

More than four-fifths of the 
salesmen included in the survey 
earn between $5,000 and $15,000 
a year. 

The study analyzes the com- 
pensation paid to 26,000 salesmen 
and more than 6,000 other sales 
people in 210 American and Ca- 
nadian companies between the 
spring of 1956 and the spring of 
1957. 

Of the companies surveyed, 
72% pay their salesmen bonuses 
and commissions. These incentive 
payments range from 10% to 


100% of total compensation, de-| 


pending on the type of plan and 
the industry. Salesmen who re- 
ceive bonuses and commissions 
are paid lower salaries than are 
salesmen on salary alone, but 
they come out better in terms of 
total compensation, the study 
shows. 


s Salesmen are on much the 
same basis as other employes so 
far as pension and group insur- 
ance are concerned. All the com- 
panies participating in the survey 
have group life insurance and 
group hospitalization coverage for 
salesmen, and more than 90% in- 
clude salesmen in their pension 


Give Something Different! 


oe 
oe 


ae ABOUT 14" WIDE 


Any Calling Card or 
Personal Signature 
Faithfully Reproduced as 


CUFF LINKS. 


Tired of sending the same old gift? Here's 
something refreshingly new! On lifetime metal 
we'll handcraft beautiful Cuff Links or Tie Bar, 


repr any i or calling card com- |) 


employees, 

LINKS, $7.95 pair; TIE . $4.95. 
Plated: CUFF LINKS, $8.95 pair; TIE BAR, 
$5.50. Tax included. Gift-boxed. Special dis- 
counts for 30 or more. Will drop ship if desired. 
Allow 2 to 3 weeks for delivery. Order for your- 
self and others. Satisfaction guaranteed. Send 
calling cards or signatures you wish reproduced. 
aonty items and whether Silver or Gold. 
Check with order unless rated. No C.O.D. please. 


W. N. DRESDEN & ASSOC., Mfrs. 
Dept. 8-5, 179 W. Washington, Chicago 2, Il. 


plans. Most of the companies pay 
all “reasonable” expenses of their 
salesmen while they are on the 
road. 

In addition to reporting com- 
pensation, the report provides a 
detailed analysis of incentive pay 
plans for salesmen and includes 
copies of the major types of plans 
chosen from more than 100 that 
were submitted. The survey also 
provides information on car al- 
lowances, hotel and meal allow- 
ances, vacation policy, general 
salary increases and turnover. 

Information about subscriptions 
to the survey may be obtained 


Service, American Management 
Assn., 1515 Broadway, New York 
36. # 


from Executive Compensation | 


Maidenform Sets British Drive | 

Maidenform (London) Ld. will 
launch its biggest print campaign | 
to date this fall to establish its | 
American Chansonette brassiere 
more firmly in the British market. | 
Slated to break Sept. 1, the cam- 
paign will use color ads in five | 
women’s magazines plus b&w) 
newspaper ads. Extensive point | 
of purchase promotion also is 
planned. Downtons Ltd., London, 
is the agency. 


‘Duplicator’ Raises Rates 
Offset Duplicator Review, New 
York, will raise its rates by 8% 
effective Oct. 1. This boosts the 
one time page rate from $192 to 


$207. 


DID | TELL YOU ABOUT THE 
2 UNIVERSITIES in BLOOMINGTON - NORMAL, ILL.? 


We talked about the Pantagraph’s 99% city-zone coverage, 
plus 24,164 subscriber families in 85 other communities, our 
standing as Illinois’ 5th Largest Newspaper Retail Market. 
But did I mention the young, active, “extra’’ market of 
over 4400 students attending Illinois Wesleyan and 
Illinois State Normal? I should have—it’s a market 


most newspapers are unable to offer! 
it all adds up to: 


@ 38,586 total circulation; includes 94% coverage of 


Standard Metropolitan County Area (McLean) 
@ $147 Million subscriber Retail purchases 
@ $31 Million subscriber Food purchases 


Ht Daily Pantagraph 
BLOOMINGTON-NORMAL, ILL. 
127 Mi. S.W. Chicago—157 N. E. of St. Louis 
Represented by Gilman, Nicoll & Ruthman 
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OMEN 
ARE 
ONDERFUL 


THEY RE NOT UNACCUSTOMED TO PUBLIC SPEAKING. And some are more 
wonderful than others. We’re reflecting today’s most “vocal” people—21 million 
Women Who Work. Their word-of-mouth advertising influences $58 billion in retail 


sales. Advertisers in every industry are campaigning for their favor and their 


business. The best of the best broadcasters read CHARM MAGAZINE 
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Come Off the Cloud, Reader 
Urges Market Researchers 

To the Editor: In the realm of 
scientific research there are two 
kinds—fundamental (or basic) 
and practical. The first is com- 
prised of the boys who buzz 
around on Cloud 9 and dream of 
things that aren’t but can or will! 
be. Their thought is of underlying 
principles and their product is the 
formulas for bringing the unknown 
into the world of the known. They 
are the midwives of scientific re- 
search. 

On the other side of the fence 
there are the practical research 
engineers who apply the principles 
or the formulas established in 
fundamental research to the de- 
sign and development of the prod- 
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uct. They are the ones, for 
example, who eventually will har- 
ness atomic energy to useful 
peacetime pursuits in the power 
field. 

In my humble opinion marketing 
research is divided into the same 
two categories. Fhe trouble is too 
much that is written on the sub- 
ject of marketing research comes 
from the fundamental or Cloud 9 
boys of marketing research. They 
talk and write in a newly coined 
jargon that too often has a re- 
pellent effect on the practical- 
minded business man. So many of 
the articles concerning market re- 
search that appear in the advertis- 
ing press particularly are written 
by the Cloud 9 fellows who are 
not understood by the management 


— 


“I'm sure you'll find everything comfortable, Hathaway... 
Miss Jenkins, you'll remember to call Supply for a tack and hammer.” 


and, 


The Cincinnati Daily Enquirer is solid 
No. 1 right down the line. Including 
a 21,000 edge in City Zone circulation 

. a healthy lead in Retail Display 
Linage. Get full story from Moloney, 
Regan & Schmitt, Inc. 


men who have the authority to 
appropriate money for market re- 
search. Frankly, I think many of 
these articles are over the heads 
of the average market research 
practitioner. 

Not so many years ago there 
was a great deal of blue sky in 
what the advertising agency sold. 
Business’ reaction .o the advertis- 
ing man was much the same as I 
refer to above. During the past 
several decades advertising agen- 
cies have come under the control 
of hard-headed business men who 
can talk marketing problems on 
the same level of understanding 
as their clients. They have ac- 
quired respect and stature that 
have won agencies’ acceptance 
right across the board in the pro- 
duction and sale of products and 
services. 

It is high time that marketing 
research moved into the area 
of the practical, especially from 
the standpoint of the manner in 
which it is discussed, described 
and sold to American business and 
industry. If some of the marketing 
research people to whom I refer 
are prone to argue the point, let 
them first get down to the grass 
roots and talk to some of the 
numerous business executives, 
engineers and advertising agency 
men to whom I have presented 
market research in the past 
several years. 

D. G. Pilkington, 

D. G. Pilkington Associates, 

Chicago. 


Has AA a Double Standard 
on Good Taste?, Asks Reader 

To the Editor: I chuckled, too, 
when I read the editorial on ob- 
scenity and the Supreme Court in 
your issue of July 1—but not for 
the same reason you did. 

It struck me as funny that you 
should warn advertisers when you 
publish more “cheesecake” than 
any publication I receive. Actual- 
ly, no family paper would dare 
print some of the things you pub- 
lish. 

How do you rationalize your 
editorial comments against your 
practice? 


Please don’t try to confuse the 


“MORE LASTING 


REVOLUTIONARY 
Pressure Sensitive Decals 


eo! Ce 


THAN ORDINARY DECALS”, 


SAY SALESMEN AND ROUTEMEN “AND THEY 
ARE APPLIED EASIER—QUICKER, TOO.” 


The new American Presto Cal ““G”’ 


is an actual decal 


with all the permanency and weather 


resistance you expect from a decal . . . yet it is 


applied in seconds 


without water or other solution. 


No wet hands — no mess — no bother. Leading 
national advertisers are finding that these eye catch- 
ing dealer signs get “on location” faster and stay 
up longer than any other type of point-of-purchase 
sign. American Presto-Cal “'G” offers more for your 


advertising dollar. 


write for FREE samples and literature 
American Decalcomania Co. 


re 4334 W. Fifth Ave., Chicago 24, Wl. 
i) ee Nn Biliees “Od. Wieder, Cle tC 


Offices in all 


principal cities 


issue by pulling the old Plato ruse 
of answering a question as you did 
to Reader Heanue July 22. 

I don’t mean to be a crank. I’d 
like you to give serious thought to 
weighing the possibilities of 
cleaning up your own publication 
as an example to the advertising 
profession in general. How can 
you lead in this respect when you 
allow the same evils in your own 
book. 

I enjoy Ap Ace—and have for 
years, but I do resent the cheese- 
cake and double meaning ads. For 
that reason, I leave my copy at 
the office. 

Hoping this will give you rea- 
son to pause and reflect on your 
responsibilities as the bible of ad- 
vertising. 

Richard N. Guilderson, 

22 Friar Tuck Rd., Albany, 

N. Y. 

Reader Guilderson raises good 
points, and deserves straight, non- 
Platonic answers, like this: 

1. As we tried to point out in 
the editorial, obscenity, like good 
taste, is not subject to specific 
definition, and is closely related to 
individual times and_ circum- 
stances. 

2. AA makes no pretensions to 
being a “family paper”; instead, 
we assume it is read by mature, 
literate and reasonably sophisti- 
cated people. As a consequence, 
we occasionally print “cheese- 
cake” of a rather mild variety. 
We think Mr. Guilderson guilds 
the lily when he accuses us of 
great cheesecakery—and the fact 
that the two examples he sub- 
mits (wonder why he happened 
to have them around) are from 
the Jan. 7, 1957, and the Oct. 1, 
1956, issue would seem to indi- 
cate that he had to search a bit. 
Nevertheless, we agree that once 
or twice we or our advertisers 
have not been careful enough. 


e . e 
Pedidextrous, Maybe 
To the Editor: Now here’s a 


handy pair of feet for you. And 
you can listen to your radio on the 


“% 


cover New Brunswick thi 
summer! For pure scent 


beach at the same time. (Clipping 
from The New Yorker.) 
Lou Kaskins, 
New York. 
. s 7. 
Lutheran Hour Is the 
Most Widely Broadcast 
To the Editor: As usual I read 


with interest the June 8 issue of 
| ADVERTISING AGE. Because of my 
considerable activity with the Lu- 
theran Laymen’s League, I was 
especially interested in the de- 


tailed article about Billy Graham. 

I do beg to make one correc- 
tion, however. The article stated, 
|“This probably gives Mr. Graham 
|the largest world-wide hookup of 
any regular broadcast on the air 
today.” The fact is that The Lu- 
theran Hour is the most widely 
broadcast of any program, com- 
mercial or otherwise. In support 
of this statement I attach a bro- 
chure published by the Lutheran 
|Laymen’s League which I think 
you will find interesting to read. 
In the U. S. alone the program is 
carried by 325 stations of the Mu- 
tual network, 73 stations on NBC, 
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and 221 independent stations. 

It will be appreciated by me, 
and most thoughtful of you, if 
some recognition could be given 
to this correction. 

Winton H. Brown, 

Arkansas Dailies Inc., Chi- 

cago. 


Money's Put to Use 
in This Piggy Bank Ad 


To the Editor: To add to Wil- 
liam A. Rooney’s file (re his letter 
to you in the July 15 issue) is the 
attached advertisement featuring 
a piggy bank. 

I note in the ads submitted by 


Here's what to do with the little piggy that 


ien't paying dividends on your savings . . . 


then epen your account where savings 
earn 3°2% a year with insured satety 


wth os peer cornge ane SAFE @ AVAILABLE © GARMING 
1 pore fe remember @ WHERE you seve GOES make © Gtterenee 


Mr. Rooney that all show money 
going into the piggy banks. 

The idea of my client’s ad is to 
get the money out of the piggy 
bank and into a savings account 

Stan Gates, 

Account Executive, Goodwin 

Advertising Agency, Jackson, 

Miss. 


Sexagenarian Comments 
on Dichter Dictum 

To the Editor: Sex is a wonder- 
ful thing—no family could be 
without it—but I can’t go along 
with Dr. Ernest Dichter and oth- 
er motivational sex-perts who 
wouli highlight every advertised 
; product in the reflected glory of 
}a woman’s bosom and/or but- 
| tocks. (See “Restore Libido to 
| Over-Sublimated Ads and Sell 
More”—July 22 issue ADVERTISING 
AGE.) 

Being a sexagenarian* myself, 
|I should know something about 
|}sex. And being an adman with 
|40 years of experience, I’d be the 
jlast to underestimate the power 
| of a dainty dish to put lure into 
an ad—provided said dish can be 
dragged into the picture without 
|too many titters from the audi- 
| ence. I also know there are plenty 
of yokels who believe that if a 
woman with a 44-inch bust is 
wolf-bait, then one with twice 
this expanse of bosom rates just 
twice as many wolf-whistles. But 
when a man who pretends to be 
a serious student of advertising 
comes out and says we don’t put 
enough libido into advertising, I 
think it’s time to call the wagon! 

Of course Dr, Dichter isn’t se- 
rious about all this, and I doubt 
vif anybody took him seriously— 
jexcept possibly the AA Photo- 
| graphic Review makeup man, who 
|in the same issue ran three pic- 
tures of well-peeled cuties mak- 
ing with the hot dogs and two 
gorgeous models garbed in ideal 
costumes for showing us arm- 
chair athletes how to operate a 
six-passenger bob-sled—bathing 
suits! But, in straining so hard 
to make the headlines, Dr. Dichter 
jis in the unfortunate position of 
ja drunk picking a fight with Jack 
| Dempsey. 
| For his “horrible example” why, 
oh why did the good doctor have 
|to pick on Pepsi-Cola—one of the 
loveliest, one of the most charm- 
|ing, one of the most universally 
| appealing, most imitated and most 
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successful campaigns of all time! 

Eighty million American women 
join me in asking, What’s wrong 
with a gal having the figure of 
an ‘‘adolescent boy?” What's 
wrong with a campaign that pic- 
tures girls whose charms are not 
confined to the area below the 
neck? What’s wrong with featur- 
ing chic, intelligent, well-bred, 
wholesome** young women—the 
kind that other women as well as 
males of all ages can admire and 
enjoy—the kind that any man 
would like to have for a sister or 
a daughter, sweetheart or wife? 

Sure—the Pepsi-Cola people 
could have illustrated this cam- 
paign with strip-teasing floosies 
of the Peter Paul Rubens era; 
gusty, busty females that would 
“exhilarate the viewers’’—at least 
those males who revel in back- 
house art. But will somebody 
please explain to Dr. Dichter that 
the purpose of this campaign was 
not to sell sex but to sell Pepsi- 
Cola ... that for home consump- 
tion at least 85% of all soft drinks 
are bought by that mysterious sex 
which is not amused by porno- 
graphic art and which gauges sex 
appeal neither by the pound nor 
the bust-cumference? 

Of course, motivationists and 
other theorists never worry about 
such things as facts, but if Dr. 
Dichter has any doubt about the 
success of this Pepsi-Cola cam- 
paign let him call up his broker 
and get a case history of Coca- 
Cola stock sales during the past 
few years. 

I can go into stitches over non- 
sense when it reads good like non- 
sense should (e.g. “Alice in Won- 
derland”), but I read this entire 
article without cracking a smile, 
which I bet is more than its au- 
thor can say. If I were on “MO- 
TIVATIONS” $100-a-year suck— 
oops, I mean subscription list— 
you could hear me over seven 
states yelling for my money back! 

Waldo Zimmerman, 
Memphis. 

*If you’re shocked by this word, 
run—don’t walk—to the nearest 
dictionary. 

**Yes, I said “WHOLESOME,” 
and if this be treason then make 
the most of it! 


Prays for Fuller Life 

To the Editor: Bless Dr. Dichter 
for waking to the danger con- 
fronting mankind (AA, July 22) 
and putting into words what I 
have long intended, but never 
found time, to say. When they 
removed the cushions from girls 
and put them on chairs, life and 
the world we ogle in lost their 
fullness. The one sin I can’t for- 
give a woman is being skinny. 
Every night I stick pins in my 
Pepsi-Cola and Slenderella dolls 
and pray for the return of a fuller 
life. Like when girls were more 
interested in pleasing men than 
advertising agencies. I mean if 
those guys down there like bony 
women why can’t they just be 
content to like bony women and 
not force their abnormal tastes 
upon the rest of us who still have 
a feeling for reality? 

Ned O'Neill, 
St. Paul, Minn. 


Schlitzerland Is tor Her 

To the Editor: I disagree with 
Robert J. Scott whose letter ap- 
pears in your July 22 issue. He 
wrote, re Schlitz advertising, “I 
won’t drink the stuff for fear 
someone will jokingly tag me with 
one of those absurd names... .” 

In my opinion these ads capture 
the gemutlichkeit of beer drink- 
ing very well. It’s a pastime that 
helps edge off that too sensitive 
and too serious attitude that so 
many busy folks seem to acquire. 

Who, having seen this adver- 
tising with its excellent and amus- 
ing artwork, can ever forget 


Schlitzerland? 
It switched me back to Schlitz. 
Margaret Blumerstiel, 
Director, Public Relations, 


el or Brcmteaw +55 Make The Herald-News your selling force 
Phaubie to Ben Becket in Northern New Jersey. 


To the Editor: May I extend 
my congratulations to you for 
your feature in the July 8 issue 
written by Leo Burnett. 

We in the insurance business, 
and in particular at Provident 
Mutual, appreciate Mr. Burnett’s THE HERALD-NEWS 
views concerning the makings of 
a good copywriter. We operate ef PASSAIC-CLIFTON, N. J. 
very much the same as an ad 
agency and therefore are faced 
with the same problems. 

Please pass along our thanks to 
Mr. Burnett for such an interest- 
ing and valuable sample of fine 


_ Wm. J. Hay, Gen. Adv. Mer. James J. Todd, Mgr. 
copywriting. : Post Office Box 1019 New York Office 
Francis X. Brown, Passaic, N. J. 18 East 41st Street 


Advertising and Sales Promo- 
tion Section, Provident Mutu- 
al Life Insurance Co. of 
Philadelphia. 
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FIRST IN © 


>HOENIX! £ 


QUARTER HOUR WINS* 


IND. KPHO-TV] otk'g | sth'c step} THES | Tora 


Yo Wins. 149 100 | 61 | 36 | 5 | 351 
TOTAL WINS 43 29 | 17 | 10 | 1 100 


*Source: ARB Analysis, June 8-14 Report 
(For those periods when KPHO.-TV and at least one other station were on the air.) 
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* Financial 
Advertisers 
place 51.9% 
of ALL their 
Los Angeles 
metropolitan 

newspaper 
advertising 
in The Times 


(In the first 6 months of ‘57 
The Times led in 95 of Media 
Records’ 114 classifications.) 


Financial advertisers rate The Times 
triple-A in their portfolio of advertis- 
ing investments. In it they place more 
than half of all their local metropolitan 
newspaper advertising linage. 


LOS ANGELES 


TIMES 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 


Advertisers who spent $25,000 or more in farm publications during the first six 
months of 1957 are listed in the following tabulation. Figures were compiled by Farm 
Publication Reports and include advertising in the 39 member farm publications. 


Jan.-June 


1957 


Ford Motor Co. cecccccccccscecsccsesesessereeeenee 1,146,954 
General Motors Corp... 1,060,543 
International Harvester Co. .........+ 934,642 
American Cyanamid Co. ........s 820,414 
| ee 467,977 
Massey-Harris-Ferguson  ..........c 459,954 
By WII WOLF nyse seo consessensnenseavece 421,896 
Allis-Chalmers Co. oo...ccccesceesseeseeeseeee 351,508 
Monsanto Chemical Co. 343,839 
General Mills . socseivteieaineiamaaian 326,598 
Allied Chemical & Dye ....... iesedil 307,588 
Ralston Purina Co. ...........ccccseeeeeeeeeees 302,648 
Firestone Tire & Rubber Co. ............ 300,705 
General Electric CO. .o......ccccccccceeesseeeees 277,059 
isi MINIS Aaaradiligerccccocesesnntenveesiionud 268,146 
Chryaler Carp. ccccccscscsssssoeescssescsssseesere 265,538 
Goodyear Tire & Rubber Co. ............ 264,368 
Rexall Drug Co. ccccccccccsccsereeerereeeeenene 254,451 
New Holland Machine Co. .........:00« 235,414 
American Telephone & Telegraph Co. 226,179 
Standard Oil Co. of Indiano ............ 224,889 
Be BB FIN cssccs ese ccccccccccesesececossce 205,803 
Western Auto Supply Co. «0... 193,132 
Champion Spark Plug... 188,142 
SE I dll. ccxccocccesanscccoseonnib 184,583 
I ae en ccciscsessnssctbicociontt 184,045 
Joh Sa IE ss .cxccessccescousssosies 182,170 
SINR IID CS cascscccccccocescscccccosoocnsve 161,237 
Oliver Corp. 158,372 
AT 157,909 
R. J. Reynolds Tobacco Co. ...........0+ 152,803 
Pilisbury Mills 149,528 
Commercial Solvent ..............ccccceeeeee 148,451 
Phillips Petroleum Co. .......... 148,010 
Brown & Williamson Co. .......... 147,275 
SE EN GNIS eidededt li Rocccnccensépndpeest 141414 
Sinclair Refining Co. .......c0 cecceseeeeees 139,472 
I I I h, sseccdiijsnctnensaanaial 133,703 
DeKalb Agricultural Assn. ........... 127,875 
Dow Chemical Co. 125,975 
SS 125,802 
Aluminum Co. of America 124,501 
New York Life Insurance Co. ............ 122,385 
SE WIN racket al tiveccacedncencesdnsoubodeel 121,800 
Bristol-Myers CO. i.e. cccccccssecesseeeeeenes 120,025 
Kaiser Aluminum & Chemical Co. .... 119,101 
i EN 119,056 
NOUN GHENT TIA, datsaseoceccnceceseesscseoosensce 118,049 
BOOBY FACET GB cece... .ceccscsessserensscenee 117,947 
General Foods Co. ................... 116,174 
Standard Brands 112,415 
ie, I GN HI Brin ccecsncccnconccnansionss 107,778 
American Tobacco Co. ooo... 103,835 
Food Machinery & Chemical Co. ........ 102,075 
Olin Mathieson Chemicals ................ 102,059 
SUED PEMA. MMIII ansecnnce cece -coccsscesensnivesecs 98,105 
Minneapolis Moline Co. ............600 97,959 
Spencer Chemical Co. oo... ccc 97,143 
American Electric Light & Power Co. . 96,220 
Willys Motors Ine... ccccccseseee 96,056 
Moorman Mfg. Co. oo. occccccceceeenees 95,328 
ee 92,900 
Campbell Soup Co. oo... .ccccceececseeeeee 92,460 
SI MIG Nase... .<cccevsssbaseussbaiaih 90,616 
Westinghouse Electric Co. oo... 90,554 
Northrup King & Co. ooo. cccccccees 88,554 
Delaval Separator Con ooo. 87,834 
American Home Products .................... 87,121 
Union Carbide Co. ... 85,460 
Skelly Oil Co. ............ 84,727 
Abbott Laboratories 2.00.00. occ 84,434 
Morton Salt Co. ......... 84,319 
Keystone Steel & Wire Co. o....0.00.0..... 82,524 
Continental Oil Co. 2.0 oooooocccccccccne 81,990 
Equitable Life Assurance Assn. .......... 80,731 
McKesson & Robbins 00.0.0... 80,500 
Norwich Pharmacal Co. .......... 80,187 
Assn. of American Railways ................ 78,931 
Virginia-Carolina Chemical Co. ........ 78,580 
Coats & Clark be. oo... ccccccccceees 75,600 
Caterpillar Tractor oo... cccccccccceseesene 75,307 
Weyerhaeuser Sales ... 75,181 
EH GR GIN Gdetsertsose.....-ccosasteninelbaael 73,346 
P. GB, Capers G Bees. .............ccocccoscsccses 70,454 
RP I SII sctattesce....cccccsesianotinmnll 70,449 
Borg-Warner Corp. oe... ccccccccserseenene 67,220 
my BI, GE accesses... .ncccccrscsecsecees 67,010 
National Steel Corp... 66,483 
National Biscuit Co. ..... <cssiesimiiiiala 66,056 
Dairy Equipment Co. 2... ccc 65,721 
ae BI Cee. cacccii ce... cccscccccescosenesese 64,515 
Gehl Bros. Mfg. Co. ........ 63,821 
Cities Service Co. ..... 62,632 


Jan.-June 
1956 


$ 917,025 
1,149,112 
929,056 
923,079 
389,555 
856,323 
298,874 
322,452 
163,190 
222,214 
327,850 
99,946 
250,259 
478,323 
245,313 
264,578 
225,089 
214,820 
258,290 
202,996 
203,379 
219,842 
190,958 
138,042 
156,590 
181,610 
190,011 
141,094 
192,808 
115,999 
176,894 
136,080 
48,842 
199,489 
134,395 
136,724 
109,514 
148,935 
104,738 
173,910 
53,384 
133,711 
97,050 
142,222 
40,175 
58,170 
66,430 
128,592 
117,124 
322,260 
101,697 
60,567 
153,480 
94,042 
82,478 
106,658 
393,396 
50,725 
69,585 
98,253 
127,612 
163,159 
91,400 
52,460 
19,213 
89,703 
129,464 
122,248 
127,123 
99, 405 
36,617 
119,649 
92,994 
83,424 
53,366 
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IN LOS ANGELES THEY SAY _ Expenditures in Farm Papers, First 6 Months, ‘57 


DHBeTGy DED ce cccccnsescenccisene-escescoceeses 


James Mfg. Co. 


Portland Cement Co. .. 
Procter & Gomble ........ 
Colgate-Palmolive Co. ...... 


H. D. Hudson Mfg. Co. ... 
Borden Co. 


Bay ROR BAT. ..ccrccrcccrccccssovessessocsonccossosoes 
Homelite Corp. .......0c00 


E. 1. du Pont de Nemours Co. .......... 
Studebaker Corp. ........00:cceceseenenvees 
Lehn & Fink Products... 


Kewanee Machinery Co. ..........0c 
Andrew Jergens Co. ..cccccceecssseeeeeenees 


Dr. Salsbury’s Laboratories .............-.. 


Armco Steel Corp. 


Richard Hudnvt ........... 


American Chemical Paint Co. 


Wesson Oil & Snowdrift Co. 
Allied Mills Inc. 
State Farm Insurance Co. 
Cargill Inc. 
Hanson Chemical Equip 
Bethlehem Steel Co. 
Fort Dodge Laboratories 
American Potash Institute 


Be Fi BeeRrteh Ce, ciccscceccsesscccscicccscces 
BED Beageey GW. cccscccccescssescssesserencooses 


Fairbanks-Morse Co. 


American Motor Corp. ... 


RID CO ccncesreccccoccennssetesecsescneccense 
Western Condensing Co. ......-:..cceceoe 


Cannon Mills Inc. 
Du Pont Grasseli .... 
Hartford Fire Insurance Co. 


Electric Auto-lite Co. ... 


Armstrong Cork Co. ...cccccccesecseeesseseenes 


Velsicol Corp. 
Eastman Kodak Co. 


J. Watkins & Co. 
American Dairy Assn. 


Maytag Co. 
Olson Rug Co. .... 


Tamp Inc. 


Corn Products Refining Co. .... 


Eclipse Lawn Mower ........:c0.ccseseeeeees 


Farm Bureau 
Johns-Manville Co. 
Fox River Tractor Co. 


Inland Steel Products .........eeeeee 
Consumers Cooperative ..........cee 
Warren Petro Corp. ...cccccccssesseesenseeeeee 


Philco Corp. 
Panogen Inc. 


McMillen Mills .........ccccececeeeeenes coseneenes 


Anchor Serum Co. 
Butler Mfg. Co. 


Pioneer Hi-Bred Corn Co. ..... 
Rilco Laminated Co. ...........0+ 


Papec Machine Co. ........ 
Esso Standard Oil Co. 
Masonite Corp. 


ee 


Asphalt | 


Briggs & Stratton .......cccrccccecereeeeeeeeees 


Kelly-Springfield Tire Co. ..... 
Wirthmore Feed Co. 
Balfour Guthrie ............. 


Armstrong Rubber Co. ...........0.00 - 


Kentile Inc. 


Wisconsin Motor Corp. ........ccccceeeees 
Alabama Flour Mills «0.0... 
IMlinois Farm Supply .........ccceeeesees 
Timken Roller Bearing Co. ............. 


California Spray Chemical Co. ........ 


STIIIIED TION, .bnchtnsnessconcsenseonapnonsventeosige 


International Minerals Chemical Co. .. 
Land-O-Lakes Co. 


ptey BORE TRIES ccccccece secenssvcccosesses 


Radio Corp. of America 2.0... 


Tiger Whe. CO. ccrrccrerccerssecveessccescoseceee 
Colorado Fuel & Iron Works ............ 


PE COD cicccsternitinsecicsrectnnseorvess 


Pfister Associated Growers ............0+ 
Pee Gy, cccesecrscctescsnsece~concsesoneonen 


Consolidated Products ..........cccssseereee 


Bie es I: GRID. cccccntecccenosnsnsisnsorioceson 


Murphy Products .......cccscceseeereereee 


Oyster Shell Products... 
United Co-op Ince. ......scccseceereeeeereeneeeneee 


Simmons Co. .... 


TEs WH, Deaaher Ca. ccscecesssstscetccsscccnsceses 


J. A. Folger & Co. .... 


American Agricultural Chemicals ........ 
Pittsburgh Plate Glass Co. .........0:00 


Jan.-June 
1956 


53,796 
44,671 
68,950 
88,700 
18,833 
71,434 


93,056 
53,076 
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Jan.-June Jan.-June Jan.-June Jan.-June 
1957 1956 1957 1956 
Katha Ce. cncorccccccssnsseecersosscsnsvoseoenes 28,988 28,302 | Starline INE. ...-.c.ceccsssesssssersnssereeeeserees 26,247 26,389 
Florida Citrus Commission ................ 28,800 Revere Copper & Brass Co. ....--.-..--« 26,100 © 23,400 
Oelwein Chemical Co. ......-cccecsessee0e 28,594 42,166 | Cunninghom & SOM c.ccccccccscssessesessseeee 26,062 3,423 
28,443 ee neem 25,279 25,194 
28,183 25,970 | Rustoleum Corp. 25,265 23,764 
28,075 40,709 | Wilson Refrigerator Ime. ........ccsvssee 25,110 8,736 
27,685 —— 
International Salt Co. ...............c00-+ 26,709 25,998 TOTALS $21,405,079 $20,873,422 
Blair Names Ward. Moves in |BSF&D Promotes Johnston ‘Maytair’ Boosts Price, 
Boston, Adds KILT George Johnston has been ap- | Reschedules Issues 


John Blair & Co., radio station 
representative, has appointed Oli- 
ver Ward, formerly with KMOX, 
St. Louis, an account executive in 
its St. Louis office. The company 
also has been named national rep- 


pointed director 
Brooke, Smith, French & Dorrance, 
Detroit. Mr. Johnston joined the 
agency in 1934, was promoted to 
vp in 1945, and has served as ac- 
count executive, account supervi- 


of media of 


resentative for KILT, Houston.| sor and manager of media. 


Grant Webb & Co. formerly han- 


Mayfair, Toronto, will boost its 
cover price from 25¢ to 50¢ and 
subscriptions from $2.50 to $5, ef- 
fective with its September issue. 
It also will go on sale by the end 
of the month preceding cover date 
—but in the process it will have 


to drop its August issue. Sub- 
scriptions will be lengthened, and 
advertisers in that issue will be 
rescheduled. 


Mergenthaler Names Tabat 

E. L. Tabat, formerly exec vp 
and director of Old Town Corp., 
| Brooklyn, carboned ribbon manu- 
|facturer, has been named general 
sales manager of Mergenthaler 
Linotype Co., Brooklyn. Earlier he 
was general sales manager of A. 
B. Dick Co., Chicago, duplicating 
machine maker. 


Drake Opens PR Office 

Sam E. Drake has opened his 
own public relations company, 
Drake Agency, at 2609 Sunset 
Blvd., Houston. Mr, Drake’s agen- 
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cy is affiliated nationally with 
Reach, McClinton Co., New York. 
He was formerly with the Max 
Jacobs Agency, Houston, for nine 
years. 


BIG JOB 


Rules! Postal laws! Daily mail count! 
Screen entries! Choose winners! 
Investigate winners! Protect client 
against litigation!—Judging contests 
is a big job. We know how. There is 
no obligation for our consultation. 


Bruce, Richards Corporation 
250 4th Ave., N.Y. 3, GR 7-8500 
Specialists in Contest Planning 


and Judging @ Direct Mail 


died the station. | 

Blair and Blair-TV, affiliated 
tv station representative, have 
moved their Boston office to 118 | 
Newbury St. 


Kaplan Joins Weiss | 


Phil Kaplan has joined the me- 
dia department of Edward H. 
Weiss & Co., Chicago. He will serve 
as buyer of print advertising for 
the agency’s Helene Curtis, Stag 
beer and Perk dog food accounts. | 
Mr. Kaplan for the past two years | 
has been a media buyer for Ruth- 
rauff & Ryan, Chicago. 


WAVZ Buys WTRY 

WAVZ Broadcasting Corp., New 
Haven, has purchased WTRY, 
Troy, N.Y., for $1,400,000, subject | 
to FCC approval. Victor Knauth, | 
president, and Daniel Kops, exec | 
vp of the WAVZ organization, said | 
there are no immediate plans for | 
change of programming, policy or | 
personnel at WTRY, which had| 
been owned by Tri-City Radio Co. 


Dodge Sets Newspaper Push 

Dodge division of Chrysler Corp. | 
will spend $1,000,000 in 3,700 news- | 
papers across the country during a| 
ten-week period early this fall. 
Ads ranging from three to seven 
columns will be used. Grant Ad- 
vertising is the agency. 


Admiral Names Gorman A.M. 

Richard F. Gorman has been) 
promoted to the new position of 
advertising manager of Admiral 
Corp., Chicago. He formerly was | 
assistant advertising manager. 


¢) 2 


ne 


POWER 


It takes two types of power to dominate 
the entire Western Market as KOA- 
RADIO does! Creative power that’s alive 
to the needs and wants of the vast 
radio-listening West... 
PLUS 
50,000 WATT POWER —that carries 
the welcome voice of KOA-RADIO 
throughout a 12-state area... 
reaching 4,000,000 listeners! 


POWERFUL SALES RESULTS, TOO! 
KOA-RADIO is the only station 
you need to sell the West's entire 
rich market! 


KO 
DENVER Golo 
One of America’s great radio stations 


850 Ke ° 50,000 WATTS 


Now—an amazing white fluorescent dye that 
makes paper whiter-than-white! Cyanamid’s 
CALCOFLUOR White PMS Conc. adds brilliance, 
sparkle and sales appeal to paper and paper 


products. 


Shown here are a few of the ways in which 
CALCOFLUOR White may be able to serve you. 


If you make or use paper products that would 
profit by greater whiteness, it will pay you to 
ask your jobber for samples of CALCOFLUOR- 
treated paper. Compare it with any ordinary 
white... let your eye prove the difference. For 
further information, write to American 
Cyanamid Company, Dyes Department. 


*Trademark 


AMERICAN CYANAMID COMPANY 
OYES DEPARTMENT - BOUND BROOK, NEW JERSEY 


NEW YORK * CHICAGO * 
PROVIDENCE * ATLANTA + 


BOSTON * PHILADELPHIA 


LOS ANGELES * 


MORTH AMERICAN CYANAMID LIMITED * OYES DEPARTMENT * 


PORTLAND, OREGON 


GREETING CARDS on CALCOFLUOR-treated papers are a 
stand-out on the rack. Illustration and printed message are 
sharper, clearer, more legible. The paper itself says a cheery 
‘*thello’’ to purchaser as well as recipient. 


LABELS AND PACKAGES become standouts on shelf display 
when printed on CALCOFLUOR-treated stock. The brighter, cleaner 
white enhances the appearance of almost any package. 


PAPER TISSUES AND OTHER PAPER PRODUCTS can 
now be whiter-than-white with the inexpensive addition of 
CaLcorLuor. This brilliant white works like magic to win wider 


consumer acceptance. 


CATALOGS, BOOKLETS, ADVERTISING BROCHURES are 
given extra eye appeal and greater selling impact when printed 
on whiter, brighter, CALCOFLUOR-treated paper. Type prints crisp 


and clean, and halftones take on a sparkling brilliance. 


* CHARLOTTE 
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Red Star Yeast to Brewer 
Bruce B. Brewer & Co., Minne- 
apolis, has been appointed adver- 
tising agency for Red Star Yeast 
& Products Co., Milwaukee, effec- 
tive Sept. 1. Former agency was 
Ellington & Co., New York.. 


Edmond Gray Joins North 

Edmond Gray, formerly tv-radio 
commercial supervisor of Ken- 
yon & Eckhardt, New York and 
Chicago, has joined North Adver- 
tising, Chicago, to head broadcast 
production. 


RCA’s ‘Misuse’ of 
Patents Made Them 
‘Invalid,’ Says Philco 


PHLADELPHIA, Aug. 6—Philco 
Corp. denied it has infringed 
on certain Radio Corp. of America 
patents, arguing that RCA’s “mis- 
use and abuse” of the patents in 
question has rendered them “in- 
valid and unenforceable.” 

Philco filed its denial in U.S. 
district court here in reply to a 
claim filed by RCA demanding 


damages equal to three times the 
amount of profit realized by Philco 
and its Lansdale Tube Co. sub- 
sidiary through alleged infringe- 
ments on RCA patents since Jan- 
uary, 1955. 

The RCA claim was actually a 
counter suit against Philco, which, 
in January of this year, sued RCA, 
General Electric Co., American 
Telephone & Telegraph Co. and 
two AT&T subsidiaries, Western 
Electric Co. and Bell Telephone 
Laboratories Inc., for alleged mo- 
nopolistic practices in connection 
with a patent pool in the radio, tv 
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Advertising We Can Do Without... No. 21 


PARK MOTORS 


BEAT ALL DEALS 


COMING on GOING! 


and electronics fields. + 


Chicago Address Book Out 
The 1957 “Chicago Street Ad-| 
dress Directory,” listing more than | 
1,000,000 city residents and com- 
panies by streets and street ad- 
dresses, was published Aug. 1 
by Reuben H. Donnelley Corp., 
Chicago. The volume contains 460,- 
788 listings added since publica- 
tion of the 1956 book. The book is 
leased to users on an annual basis. 


DURING OUR BIG WEEK-END SALE! 


S000" 


LOOK AT THESE FEATURES! 


\f you are 
interested in 
RECRUITING - 


STOCKHOLDER 
RELATIONSHIP- 


INCREASED SALES-. } 


NTA Slates Holiday Specials 
NTA Film Network, New York, 
has scheduled four holiday specials 
this fall. One-third sponsorship of 
the specials, which will be old 
Shirley Temple feature movies, 


look to the 
ALUMN I MAGAZINES eo : has been sold to Ideal Toy Co. 
“Advertising Age, July 8, 1957 through Grey Advertising Agency. 


"More Leaders among our Readers" |Some 134 stations now carry NTA’s 
“Premiere Performance” feature. 


ALL YOU NEED 
IS GOOD CREDIT i. 
TO BUY A NEW a 
PLYMOUTH 
T 


Wore crn wins SEIT Rew watts 


FOUND ONLY ON 


Order That You May Road —WE PAY OFF 
Test These Fine Cars Your Present Car! 


0! SOUTH PATTERSON Si¥ 


20 Brand New Plymouth ae ; y Finance Experts On The Spot 
Demonstrators Available In To Help With Your Financing 


*DAYTON'S weabouasr ins FOR PLYMOUTH” 


He reads Advertising Age 
in the comfort and 
quiet of his home 


CUTE NONSENSE—Jim Murtaugh of Advertising and Merchandising 
Inc., Dayton, sends in this candidate from a local daily for the 
“Advertising We Can Do Without” file. It isn’t really so. bad—just 
“cute”—with a tiny “will try to” up in the right hand top corner, 
which is supposed to make the top two lines read: “Park Motors 
will try to beat all deals.” Typographic gimmick tricks like this 
seem to occupy a prominent place in cute advertisers’ dreams of 
greatness. 


Hannon Joins ‘Purchasing’ Brewery Buys Series 

Thomas F. Hannon has been; Griesedieck Bros. Brewing Co., 
appointed Chicago district man-/|St. Louis, has purchased “Ranch 
ager of Purchasing. He will be/ Party” from Screen Gems, tv film 
responsible for sales activities in | producer-distributor, for showing 
Illinois, Iowa, Nebraska, Missouri,|in the fall. By that time, the 
Colorado, Louisiana and Texas.|brewer hopes to have cleared at 
Mr. Hannon was formerly with|least 18 markets, nine of which 
Vance Publications, Chicago, as a/are already set. Maxon Inc. is 
space representative. | the agency. 


says CHARLES CABANA, Jr. 


Sales Promotion Manager 


Stanthony Corporation 
Los Angeles, California 


“Regardless of one’s desire,” writes “Second, I can concentrate on the 
Mr. Cabana, “it’s practically impos- information gleaned. There is never 


sible for today’s Advertising or 
Sales Promotion Manager to study, 
create, and plan, and much less 
read the myriad of publications and 
data that cross his desk each day. 
Still, he must keep informed. 


“By reading Advertising Age in the 
comfort and quiet of my home, I 
accomplish two important things: 
First, I let AA separate the chaff 
from the wheat in reporting only 
the most factual and newsworthy 
stories, clearly, concisely, and in- 
terestingly. 


an issue from which I do not obtain 
an idea, a warning, a surprise, or a 
chuckle of some sort. ... You might 
say AA is like a stethoscope— 
tuned in on the pulse of our busi- 
ness.” 


Why don’t you read Ad Age at home 
where you can concentrate on the in- 
formation gleaned from its idea-packed 
pages? For 3 little dollars (less than 
6¢ a week) you may have a whole year 
of AA—52 stimulating issues. The 
coupon below guarantees your satis- 


Lucky you if McGrath is given the job 
of making your engravings. This long- 
time Chicago engraver (color and black 
& white) has what it takes to give you 
superb, true-to-copy engravings. Proof? 
Lots of it— phone, write or call 


Advertising Age, THOS. F. McGRATH 


& ASSOCIATES 


MAIL THIS 
COUPON FOR 
TRIAL 
SUBSCRIPTION 


200 East Illinois Street, Chicago 11, Illinois 


Here is my order for a year’s (52 issues) service of Advertising 


| 

| 

| 

| 

Age. Anytime I am not satisfied, my money will be re‘unded. Photo Engravers Day & Night Service 
Npecnse: Sah 160 E. Illinois St. Chicago 11, Ill 

| 

| 

| 


sing cctiad : = Telephone: DE laware 7-5142 


{) Home or 
0 Business Address - — 
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Top 100 Spot TV Advertisers _ 


Second Quarter, 1957 


Figures in parentheses indicate company’s rank in second quarter, 1956. 
Source: N. C. Rorabaugh estimates for Television Bureau of Advertising. 


. Procter & Gamble Co. (1) $6,518,900 
. Brown & Williamson 


Tobacco Co. (3) 3,322,300 | 


3. Continental Baking Co. (16) 2,695,200 
4. General Foods Corp. (2) .... 2,419,400 
5. Sterling Drug (4) .......0000 2,197,300 | 
6. Lever Bros. CO. (9) cssscsssun 2,011,200 | 
7. National Biscuit Co. (7) ...... 1,869,000 | 
8. Colgate-Palmolive Co. (5) .. 1,777,800 
9. Carter Products (19) ........ 1,679,200 | 
10. Miles Laborotories (8) ........ 1,559,700 | 
11. Robert Hall Clothes (18) .. 1,473,300 | 
12. International Latex Corp. .. 1,383,900 | 
13. Philip Morris Inc. (6) .......... 1,372,500 
14. P. Lorillard & Co. (41) ...... 1,311,200 
15. American Chicle Co. (73) .. 1,292,800 
16. Kellogg Co. (14) ccccccscssssve 1,104,600 
17. Liggett & Myers Tobacco 

Oh BEEP actatissnniensienpinin 1,044,100 
18. Bulova Watch Co. (15) ...... 998,500 
19. Coca-Cola Co. & bot- 

EGE 997,700 
20. Corn Products Refining 

eS eee 878,400 
21. Food Monufacturers' (88)... 855,800 
22. Americon Home Prod- 

GE GUD acicuiinitbitientians 
23. Nehi Corp. & bottlers (26) 
96, Damen: Gey meneeeceumenns 
25. Anheuser-Busch (49) 
26. Charles Antell Inc. (21) .. 803,400 | 
27. Max Factor & Co.” (45) (31) 797,800 | 
28. Falstaff Brewing Corp. (63) 778, 700 | 
29. Nestle Co. (37) cocccccccsesees 
30. Shell Oil Co. (50) | 
31. Beech-Nut Life Savers’ (70) 749,400 
32. Pepsi-Cola Co. & bottlers (33) 728,900 
33. Adell Chemical Co. (174) .. 700,300 
34, Block Drug Co. (27) coms 691,800 | 
35. J. A. Folger & Co. (67) ...... 668,900 
36. Esso Standard Oil Co. (36) 647,800 
37. Robert Curley Ltd. .............. 627,000 
38. Warner-Lambert Pharma- 

ceutical Co. (23) cecccceccsecene 612,400 
39. Minute Maid Corp. (24) .. 603,800 | 
40. Seven-Up Co. & bottlers (120) 553,000 | 
41, Helaine Seager Co. (20) .... 540,500 | 
42. R. J. Reynolds Tobacco 

Oa, GD icicsiiabtinenneats 500,300 
43. Harold F. Ritchie Inc. (32) 490,400 
44. American Tobacco Co. (153) 481,400 
45. Wm. Wrigley Jr. Co. (119) 478,100 
46. Pabst Brewing Co. (101)... 475,400 
47. United Fruit Co. ccc 446,700 
48. E. 1. du Pont de Nemours (40) 442,000 
49. Ford Motor Co. (22) .......... 441,300 
50. Wesson Oil & Snow Drift (53) 432,500 
51. Socony Mobil Oil Co. (52) 432,400 | 
52. Frontier Foods Corp. ........ 430,500 
53. P. Ballantine & Sons (38) 425,000. 
54. Proctor Electric Co. (59) .... 422,200 
55. United Vintners” (134) ........ 420,900 
56. Marathon Corp.® (43) ........ 416,200 | 
57. Bristol-Myers Co. (118) ...... 409,400 
58. Burgermeister Brewing Corp. 406,800 
39. MA. 3. B. Ce. (1G) .ncccccseree 402,300 
60. U. S. Borax & Chemical 

Gout GO cisdiitiinin 
61. Interstate Bakeries 
62. Jos. E. Schlitz Brewing 

Cay (VBE) ccccsececconse 
63. Piel Bros. (60) 
64. Carling Brewing Co. (44)... 382,000 
65. Quaker Oats Co. (142) ...... 376,600 
66. Dr. Pepper Co. & bot- 

GROIG SOTED casecentnecnesveenatianine 374,700 
67. Wilson Be CO. oeccssseessseeeseee 367,700 | 
68. U. S. Rubber Co. (91) ........ 364,700 | 
69. Milner Products Co. (173)... 362,500 | 
70. American Bakeries Co. (127) 359,700 
71. Theo. Hamm Brewing Co. (65) 359,400 
72. Phillips Petroleum Co. (125) 358,300 
73. Hill’s Bros. Coffee (87) ........ 354,600 | 
74. H. J. Heinz Co. (61) ........ 353,500 
75. Florida Citrus Commis- 

yn 351,300 
76. Scott Paper Co. ..... 339,600 
77. Oakite Products ........0000 339,300 
78. Gold Seal Co. (145) ........ 336,400 
79. Union Pharmaceutical Co... 335,800 
80. Sunshine Biscuit Co. (99)... 334,300 
81. Wildroot Co. (113) ........... 333,600 
82. Standard Oil Co. (Ind.) (62) 327,500 
83. Tidewater Associated Oil... 326,200 
84. General Motors Corp. (13) 316,700 
85. National Dairy Products (56) 310,500 
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Oe aces Is Tags CHOICE MARKET 


ek 


MiD-WEST 


. oe ,300 | ese cho 
a ae ee! 0uKLM | maract fenteres: 
. Avon Products (133) .......... 291,400 | ‘Formerly Hawley & Hoops. Toa eh counties tn «progres 
Sardeay Inc. (77)... 290, 300 | 1956 ranking is for American Home Feeds | centering in Sioux City — 
. Pacific Tel. & Tel. Co. ........ 290,100 | (division. © Pepaiaticn 901.800 
Rayco Mfg. Co. (102) ........ 289,800 |" 1956 rankings ore for Lee Ltd. (45), teen | if Ay © Eeective Bering ncome 
Standard Brands (25) ........ 286,700 | bought by Max Factor, and Sales Builders GC © Averoge Ibe eu ihe 
Ralston-Purina Co. (126) .... 284,400 Inc. (31), former name of Factor sales divi- | L national ave. of $6.629 
Helene Curtis Industries .... 283,300 | sion. Z ie. tos 
Great A & P Tea Co. (92) .. 275,800'' 1956 ranking is for Beech-Nut Packing | a> City Newspepers—serving 300,000 


SSLSSLSSSSSE 


Simmons Co. & dealers (81) 
Glamorene Inc. (149) 
. Bymart-Tintair 
. Standard Oil Co. (Cal.) .... 


daily readers. 


Che Sioux City Journal . JOURNAL-TRIBUNE 


REPRESENTED NATIONALLY BY JANN & KELLEY, INC. 


275,600 | Co., before merger with Life Savers Corp. | 
ance 274,500 |° 1956 ranking is for Petri Wine Co. 
/ * 1956 ranking is for Northern Paper Mills 


269,100 | ' 1956 ranking is for Pacific Coast Borax Co. | 


Represented nationally by GEORGE A. McDEVITT CO., Inc, 


There are two 


sides to most situations... 


Cartoon idea contributed by F. R. Brewster, John Mather Lupton Company, New York 


And there are two sides to the 
DELAWARE VALLEY 


To get your sales message across to both halves of the Delaware 
Valley, take a tip from the enterprising folks shown above. 


It calls for individual treatment. The most effective media west 
of the Delaware River simply can't penetrate the New Jersey half 
of the Valley. Here you need strong local media—media capable 
of saturation coverage. You need the CAMDEN COURIER-POST 
and TRENTON TIMES. As any ABC breakdown will tell you, they 
reach better than 85% of the free-spending residents in this 
booming, 8-billion-dollar market. 


CAMDEN COURIER-POST 


Established 1875 


TRENTON TIMES 


Established 1883 


it pays to cross 
the Delaware 


@ New York @ Chicago @ Philadelphia @ Pittsburgh © Detroit @ Los Angeles 
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NTA Promotes Tabakin 


Berne Tabakin, director of na- 
tional sales for National Telefilm 
Associates, New York, tv film pro- 
CAN'T STICK 


SEALS TIGHT | 
BY FINGER 
CAN'T DRIP PRESSURE 


HABERULE 


ber Cement 


The world’s most modem dispenser. Handy grip- 
top. Large bristle brush always reaches rubber 
coment —no . At your artist 


adjustments necessory 
supply store or direct. Only $2.95 
THE HABERULE CO. 
BOX AG-245 « WILTON, CONN. 


.. 


ducer-distributor, has been named 
vp in charge of the West Coast 
division of the company. Mr. Ta- 
bakin is also a vp of the compa- 
ny’s film network. 


Brewery Buys ‘26 Men’ 

August Wagner Breweries, Co- 
lumbus, O., has purchased the 
ABC Film Syndication series, “26 
Men,” in five markets in Ohio and 
West Virginia for Gambrinus beer. 
Byer & Bowman Advertising is 
the agency. 


Simca Names Fairfax 

Paris Auto Inc., eastern distrib- 
utor of the French-made Simca 
cars, has appointed Fairfax Inc., 
New York, to handle its advertis- 
ing. 


Time Inc. Sales Up, 
Profits Down, for 
First Halt of 1957 


New York, Aug. 7—Despite an 
increase in revenues of almost 
$15,000,000, Time Inc. reports a 
drop-off in income before income 
taxes of more than $2,500,000 for 
the first six months of 1957. 

“Revenues from advertising and 
circulation have increased in 1957 
but costs in the aggregate have 
increased slightly more than rev- 
enues,” according ‘0 Roy E. Lar- 
sen, president, in the company’s 
midyear report. 

Revenues for the first six 
months of 1957 were a record 
$125,862,700, compared to $110,- 


SOLO INDIAN WORD FOR 
PEORIA AREA MEANING 
LAND OF PLENTY" 


@ Your commercials have greater impact on 
the Peoria market than on New York, Chicago, 
Los Angeles, Philadelphia, St. Louis, San 
Francisco or 76 other big TV market areas! 
Sets-in-use actually average 30.4% — 
to sign-off — one of the nation’s most phe- 


nominal ratings ! 


(660 feet) and the top ratings : 


AVERAGE RATINGS 
WTVH ieee 


(ARB Jan., Feb., Mar., 

And in the industry-rich, farm-rich Peoria 
area, one station has the top programs, 
the top power (500,000 watts), the top tower 


AYO 


ILLINOIS’ 2nd BIG MARKET 


WTVH | Station B 


Morning | 9.1 2_| 71 

Afternoon 12 1 112 | 87 75 

Evening p 2 5 | t 33 33 a 
(ARB 3/57) 


offilicted with PEORIA JOURNAL STAR 


METROPOLITAN =| consumer | Total 
AREAS POPULATION | coeMDABLE INCOME | RETAIL SALES 
Ist Chicago 
sign-on 2nd PEORIA 287,600 548,784 390,937 
3rd Daven Rock 
57) island Motine 273,100 516,413 318,232 
4th Rockford 180,200 387,477 250,292 
= - 
5th Springfield 146,200 264,478 201,648 
6th Decatur 112,700 211,354 155,298 
QUARTER-HOUR DOMINATION; =| 
(Standard Rate & Dato Estimates 1/1/57) 


a wrvH 


CHANNEL 
PEORIA, 


19 
PLLINOTUS 


national representatives: EOW. PETRY & CO. 


Tollefson Sherman 


Sutton 


POINTERS—Final judges in the Editor & Publisher r.o.p. color contest 
discuss reproduction of a group of ads. Judges are Edward L. Tol- 
lefson, vp, Foote, Cone & Belding; James Sherman, art director, 


McCann-Erickson, and Dr. Albert 


A. Sutton, Medill school of jour- 


nalism, Northwestern University. The awards will be presented dur- 
ing the 2nd annual Newspaper ROP Color Conference to be held in 
Chicago, Sept. 23-25. 


960,300 for the corresponding pe- 
riod in 1956. Revenues for the en- 
tire year 1956 were $229,374,000. 
After-tax income (aside from cap- 
ital gains) for the first six months 
of 1957 was $7,351,300 compared 
to $8,627,300 for the same period 
in 1956. 

Income before taxes was $14,- 
281,300 for the first half of 1957, 
compared to $16,807,300 for the 
first six months of 1956—a drop 
of $2,526,000. Operating income in- 
cluded in these figures was $13,- 
415,200 this year as against $15,- 
800,700 last year—a decline of 
$2,385,500. 


® Total net income for the first 
six months of 1957 amounted to 
$15,060,600, including an extraor- 
dinary capital gain of $7,709,300 
after taxes resulting from the sale 


per Co. stock. Total net income 
for the first six months of 1956 
amounted to $23,741,000, includ- 
ing an extraordinary capital gain 


investment in the Houston Oil Co. 
of Texas. 


& Paper Co., a wholly-owned sub- 


sidiary, for the full six months. 
Figures for 1956 reported East 
Texas revenues from June 6 only. 
Also included for 1957 were 
revenues from Time Inc.’s new 
radio and tv stations in Minne- 
apolis, Indianapolis and Grand 
Rapids from May 22. Time bought 
the three radio and three tv sta- 
tions late last year (AA, Dec. 24, 
56) subject to Federal Communi- 
cations Commission approval. 


® In connection with these ac- 
quisitions, a new wholly owned 
subsidiary, TLF Broadcasters Inc., 
was formed. Time also owns radio 
and tv stations in Denver and Salt 
Lake City. On May 9, 1957, the 
company sold its 50% interest in 
the Albuquerque Broadcasting Co., 
in line with FCC restrictions on 
station ownership. + 


of 350,000 shares of St. Regis Pa-| 


of $15,113,700 from liquidation of 


Figures for the 1957 midyear 
report included revenue from the} 
operation of the East Texas Pulp 


Bristol Labs Adds Klemtner 

| Bristol Laboratories Inc., ethical 
drug division of Bristol-Myers Co., 
New York, has added Paul Klemt- 
ner & Co., New York, to its agen- 
cy list. Klemtner succeeds Robert 
E. Wilson Inc. and will supplement 
|Noyes & Sproul and Doherty, 
Clifford, Steers & Shenfield, which 
have handled the major share of 
| Bristol’s advertising to physicians. 


SPREADING THE NEWS 


SINCE 1922 


REVERE PHOTOENGRAVING CO. 
WAbash 2-8816 
712 FEDERAL STREET *¢ CHICAGO 5, ILLINOIS 
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Ratings Low, but 
Mail Pull Is High, 
So ‘Club 60’ Stays 


Cuicaco, Aug. 6—The rating 
services received another tongue- 
lashing recently, but reaction to 
the blast seemed to indicate the 
rating people were not too con- 
cerned. 

Latest to vent his wrath was 
Jules Herbuveaux, an NBC-TV 
vp and head of the network’s 
Chicago outlet, Channel 5. The 
three services used by NBC— 
Nielsen, Pulse and ARB—showed 
that “Club 60,” a participating 
show and Chicago’s only network 
presentation, was not doing too 
well. 

Last month Dennis James, who 
heads “Club 60,” announced a 
contest for the best letters on 
why viewers liked the show. The 
resulting 100,000 letters from 70 
cities was termed “amazing” by 
NBC here, since prizes were nut 
of the super give-away type (a 
color tv, hi-fi, cameras were 
among the prizes offered). 


® The Chicago Sun-Times’ radio- 
tv columnist, Paul Molloy, wrote 
that Mr. Herbuveaux saw the 
flood of letters and then advanced 
the theory that the rating ser- 
vices have “number-happy slobs” 
on their staffs who manipulate 
figures to justify their records. 
He also indicated he would rec- 
ommend the network drop one of 
the three services. 

Mr. Herbuveaux had “no com- 
ment” when asked for elabor- 
ation, and two of the three rat- 
ing services would comment only 
unofficially about the charge. 

Dr. Sydney Roslow, head of 
Pulse Inc., New York, agreed 
with the off-the-record comments 
of his two competitors that the 
mail pull is not an indication of 
the program’s relative popularity. 

“Against the national audience, 
as computed by Telepulse, in 
every 1,000,000 homes, and con- 
sidering the Dennis James per- 
sonality, the mail pull verifies the 
ratings,” Dr. Roslow said. “The in- 
dustry learned long ago that mail 
pull was not an accurate nor ade- 
quate measurement, and turned 
to special research organizations 
like Pulse for audience size meas- 
urement, not for audience re- 
sponse measurement.” 


@ One rating service executive 
found nothing in the mail pull to 
reflect on the accuracy of the 
ratings. “There are over 40,000,- 
000 tv sets in the U. S.,” he said, 
“and if ‘Club 60’ got a 1% rating, 
that means about 400,000 sets 
were tuned to the show. If only 
one out of four viewers wrote let- 
ters, that would account for the 
100,000 responses.” 

The noontime “Club 60” show 
had a Telepulse of 3.3 for June, 
which indicates an audience of 
better than 1,000,000 homes, Dr. 
Roslow said. 

If mail pull was the deciding 
factor, said another rating-service 
man, “the whole day would be 
programmed with cooking shows, 
since they traditionally draw the 
heaviest responses.” + 


Grant Names Flaherty 

Patrick J. Flaherty has been ap- 
pointed public relations director 
and account executive in the Dal- 
las office at Grant Advertising. Mr. 
Flaherty joined the agency’s Hol- 
lywood publicity department in 
1955 and recently completed a year 
as account executive and copy- 
writer in the agency’s home office 
in Chicago. 


WPTA Appoints Ross 

Ronald R. Ross, formerly public 
service and production director of 
WOwO, Ft. Wayne, has been 
named general manager of WPTA, | 
a new tv station in Ft. Wayne, 
to go on the air in September. 


| 


American Airlines Names 
O'Neil, Howlett to New Posts 
American Airlines, New York, 
has reorganized its merchandising 
department and named two com- 
pany veterans to head the major 


Henry O'Neil 


Meck Howlett 


divisions under the realignment. 
Henry O’Neil has been appointed 
director of advertising, and Meck 
Howlett has been named director 
of sales promotion. 

Mr. O’Neil, with the company 
17 years, formerly was manager of 
space advertising. Mr. Howlett, 
with American 18 years, previously 
was manager of direct advertising. 


The Boston Herald-Traveler 


Yhé BOSTON (: now... more than ever } 
| HERALD-TRAVELER || Qne Contract | 
increased its : 
| linage leadership to | | Delivers the | 
513,055 + <BIG BULK | 
| LINES | 
| in the first four months /\ 
: sic rg BOSTON | 


eT 


Represented nationally Ad GEORGE A. McDEVITT CO., oo New York + Chicago 


Special travel and resort representative: HAL WINTER COMPANY, tes § Abbott Ave., Miami Beach, Florida 


Philadelphia « Detroit - Los Ange 


IF THIS IS YOU 
TAKE A CUE FROM US 


We specialize in the most vital phase of your entire 
advertising program—Merchandising at the Point-of-Sale. It is 


our only business ...one we've been at for more than 

half a century. In that time, we've created countless traffic-stopping 
displays that have caught shoppers’ eyes in nearly every type 

of retail outlet. We can produce dynamic, 
point-of-sale merchandising programs for you today. 

if your program is behind the eight-ball, let our nation- 

wide staff of experts give you the cue your Merchandising at 


the Point-of-Sale should take. 


CHICAGO SHOW PRINTING COMPANY, 
2640 N. KILDARE, CHICAGO 39 


reason-to-buy 


Merchandis ising at the POINT-OF-SALE 


e Lithographed display 
* Cloth and Kanvet Fiber 8 


4. 


use eAni ted Displays 


nt 


sand P @ Mystik® Seif-Stik Displays 


 Mystik® Can and Bottie Holders *«Mystik* Seif-Stik Labels *Squee-zel* 
@ Econo Truck Signs ¢ Booklets and Foiders * Moided Piastic 
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IN LOS ANGELES THEY wis Spot TV Expenditures by Product Classification 
Second Quarter, 1957 
“TIMES. FIRST OF ALLS 


(Compiled by N. C. Rorabaugh for Television Bureau of Advertising) 


GARDEN SUPPLIES & EQUIP- Bicycles & Supplies 
MENT 285,000 


GASOLINE & LUBRICANTS .... 6,413,000) Miscellaneous 
Gasoline & Oil 


Oil Additives STATIONERY, OFFICE EQUIP- 
Miscellaneous 


HOTELS, RESORTS, RESTAU- TELEVISION, RADIO, PHONOGRAPH, 
MUSICAL INSTRUMENTS .. 328,000 


AUTOMOTIVE 

BO TUOED  cctivcrrngettess+.cocceses 
ch +s, cl s 
Floor & Furniture Polishes, 


Tires & Ties cindy TOBACCO PRODUCTS & SUP- 
Trucks & Toile. PLIES 


BUILDING MATERIAL, EQUIPMENT, 
FIXTURES, PAINTS 1,207,000 
Fixtures, Plumbing Supplies 172,000 
Materials 


HOUSEHOLD FURNISHINGS .. 1,162,000 
Power Tools Beds, Mattresses, Springs .... 945,000 
Miscellaneous Furniture & Other Furnishings 217,000 


WATCHES, JEWELRY, CAMERAS 1,510,000 
Cameras, Accessories, Supplies 131,000 
Clocks & Watches 


CLOTHING, FURNISHINGS, AC- HOUSEHOLD LAUNDRY PROD- 
CESSORIES uCcTS . 5,608,000 
Clothing 900 Bleaches, Starches 986,000 

| Packaged Soaps, Detergents 4,277,000 | 


| Hosiery | Miscellaneous ‘345,000 | 
| Miscellaneous | 


Kk Adverti sers ea HOUSEHOLD PAPER PRODUCTS 1,858,000. — 


| CONFECTIONS & SOFT Cleansing Tissues 412,000 | 


131,000 | Trading Stamps 


: | nfecti Napkins 195,000 Merman aoe 
p ace “ 0 (SOFT Drinks Toilet Tissue Sear ~~ gegeamataey 


Miscellaneous 


$11 8,870,000 


“CONSUMER SERVICES 


ine *Starting with the Ist Quarter, 1957—in- 
' ; a HOUSEHOLD, GENERAL “Si p Bae fiads te audi 4 
8) eir Financial Brooms, Brushes, Mops, etc. ‘000 


henitinin Chi cl oan classifications. Supersedes earlier practice 
Medical & Dental .............. ‘ tpi d ae ee of grouping all frozen foods in a separate 


L A | Moving, Hauling, Storage .. Disinfectants, Deodorizers .. 324,000 ——s 
os nge es ‘ Public Utilities ra (heating, etc.) ........... 57,000 
Religious, Political, Unions .. Seiden, Sedeatitten ... 100,000 | West Coast Fortnightly Bows 

- Schools & Colleges Kitchen Utensils 19,000! A new San Francisco Peninsula 
m etropolitan Miscellaneous Services Miscellaneous 221,000 | newspaper, the Atherton Woodside 
newspaper Depilatories , ness manager and C. K. Cunning- 
Hair Tonics & Shampoos .... PUBLICATIONS 149,000 | ham as advertising sales manager. 
* * a Hand & Face Creams, Lotions 106,000 The new publication will be a con- 
lina ge in “a Home Permanents & Coloring 2,210,000 | SPORTING GOODS, BICYCLES, trolled circulation magazine reach- 


Squire, has been established as a 

COSMETICS & TOILETRIES .... NOTIONS 97,000 | fortnightly, at Box 751, Menlo 
Perfumes, Toilet Waters, etc. 260,000 113,000 ' ing 10,000 readers. 

Razors, Blades 171,000 


| 
| 
| i 000 | Park. It will be published by Lloyd 
Th e Tim e gS ; | mg lies pigg Lotions, etc. 581,000 


| 


Deodorants 969,000 | PET PRODUCTS 1,300,000 | Downton, with Dale Vogel as busi- 
Miscellaneous .................. 


(In the first 6 months of ‘57 “Y enema 
The Times led in 95 of Media 
Records’ 114 classifications.) an 


|DRUG PRODUCTS 
Cold Remedies 
Headache Remedies . 


Indi ot 2 Ai, 
wv 


Vitamins 
Weight Aids 


| 
| 
| 
| 
Laxatives 
Miscellaneous Drug Products 1,827,000 


Los Angeles — 3rd market in the nation 
— looms large in any major business en 


planning. Top-ranked salesman in this PRODUCTS* 32,036,000 | 


. . . ° 7,097,000 
prospering area is The Times, first in 2,618,000 


total advertising, locally and nationally. | ae oe, wr" There’s plenty of moss on us! 


petizers . 1,833,000 | 


LOS ANGELES | ’ wei If you want your pitch to gather moss 


when you throw it down and walk 


; around it, there’s $2,739,749,000.00 rol- 
ling around in the WBNS Radio area. 
If you want to be sure of top Pulse ratings 
Fruits & Vegetables, aotens, any, Mp Hy —~ —w through 
riday, day and/or night—you want 
Macaroni, Noodles, Chili, etc. WBNS Radio. Ask John Blair 
| Margarine, Shortenings .... i | 


Meat, Poultry & Fish . 
Represented by Cresmer & Woodward | een Geta WBNS RADIO 
New York, Chicago, Atlanta, San Francisco, Detroit | ities Cee Foods 000 | COLUMBUS, OHIO 
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Ralph W. Hardy, 41, 
CBS Executive, Dies 
After Heart Attack 


OcpEN, Utan, Aug. 6—Ralph W. 
Hardy, 41, vp in charge of the 
Washington division of Columbia 
Broadcasting System, died last 
night of a heart attack at Pineview 
reservoir in the Wasatch Moun- 
tains east of here. 

Mr. Hardy began his radio career 
about 20 years ago at Station KSL 
in Salt Lake City. He left Utah 
about ten years ago to become an 
executive of the National Assn. of 
Radio & Television Broadcasters in 
Washington, D.C., and later be- 
came vp in charge of legislative 
service for the association. Three 
years ago he resigned to take the 
Washington position with CBS. 

While with the NARTB Mr. 
Hardy was the center of a con- 
troversy concerned with a man- 
uscript containing material unfa- 
vorable to advertising allegedly 
circulated by the Legislative Re- 
ference Service of the Library of 
Congress. The AFA sent copies 
out to its members as an example 
of what a member of Congress had 
received in requesting information 
on advertising from the library. It 
later turned out the manuscript 
had come from Mr. Hardy and had 
never been circulated by the li- 
brary. 

Last year, Mr. Hardy represent- 
ed the U.S. at the eighth general 
conference of the United Nations 
Educational, Scientific and Cultur- 
al Organization. 

Mr. Hardy was a former director 
of the Advertising Council and a 
former member of the board of 
the Assn. of Better Business Bu- 
reaus. 


FRANK EGNER 

New York, Aug. 7—Frank Eg- 
ner, 65, vp, McGraw-Hill Book 
Co., and generally regarded in the 
book publishing field as the dean 
of direct mail selling, died last 
night at Nassau Community Hos- 
pital, Rockville Center, N.Y., of 
uremic poisoning. He had been ill 
since last October. 

Born here, Mr. Egner, after 
graduation in 1910 from Wagner 
College, Rochester, N.Y., became a 
sales correspondent for American 
Book Co. here. In 1918, he became 
advertising manager of McGraw- 
Hill Book Co., and was elected a 
vp of the company in 1932. 

The following year he resigned 
to become president of the Falcon 
Press. From 1946 to 1951 he was 
president and director of Funk & 


photo- 
graphic 
firm invites your patronage. 
ee = low prices 

5x7 8x10 
as "a. * 
100 8.00 9.50 
250 17.50 22.50 
Ce 
Negative 1.15 2s 
CSeuuuMme GLOSSY PRINTS 


59 E. Illinois $t., Chicage 11, It. 
Whitehall 4-2930 


Wagnalls Co. 
In 1951 he joined Nelson Double- 


day Inc. as a vp. There he headed |} 


the company’s Blakiston division, 


organized the Doubleday book |; 
clubs and developed a formula for |} 


direct mail selling for books. 

McGraw-Hill Book Co. bought 
the Blakiston division in 1954, and 
Mr. Egner returned here as a vp. 
He was a member of the Advertis- 
ing Club of New York and the au- 
thor of “How to Make Sales Letters 
Make Money,” published in 1938, 
and “Direct Mail Advertising and 
Selling” (with L. R. Walter) in 
1940. 


Boston Office Opened 

R. C. Foster, who formerly 
owned his own representative com- 
pany, and William A. Creed, pre- 
viously vp of Walker & Co., have 
set up a new company, Foster & 
Creed, to act as the Boston office 
of Radio TV Representatives, New 
York. The Boston address is 414 
Statler Office Bldg. 
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“The Herald Reaches... 
Our Kind of Audience," 


-« « says Charles A. Parrish, Jr., with Parrish Distributing Company, 
Grand Rapids, Mich., (one of Michigan’s top beer distributors). 
Tie Herald appocls to housewives . . . a0 well os man in ofl walls 
of life—businessmen, factory-workers, sports enthusiasts of all kinds, 

owners of taverns, take-outs, etc. 


“Over the years . . . adv. schedules in The Herald have helped 
us maintain two of the top three beers in this market . . - because 
their audience is responsive to our type of advertising.” 


The Grand Rapids Herald — 


- Member of Federated Publications 


MICHIGAN 


Furniture Capital - 
of the World 


REPRESENTED NATIONALLY BY 
SAW VER-FERGUSON-WALKER COMPANY 


iT TAKES A 


FORT WORTH NEWSPAPER 


TO SELL THE 


FORT WORTH MARKET 


AMON G. CARTER, Jr., President and National Advertising Dir 
LARGEST COMBINED DAILY CIRCULATION IN 


It takes a Fort Worth newspaper to sell the Fort Worth market. 
Newspapers published in cities other than Fort Worth do not 
pénetrate the Fort Worth market with ample coverage to be con- 
sidered merchandisable. The Fort Worth Star-Telegram combined 
daily and Sunday influences virtually every home in the metro- 


politan area, and reaches over 20% of the families in 48 counties 


combined daily, and 20% or more in 55 counties on Sunday. 


= it 
TEXAS 


without the use of schemes, premiums or contests 
“Just a good newspaper” 
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PH | - : a ; . PEACHY IDEA— 
a Sane ig ve Its own Georgia 


: ; Peach narrowly 

oe, “_ b es bis escapes shipment 

fs * ; to Chicago as a 

REVIEW Meee oOo: 
Ree a sae : minded bank 

Fr a ; ships regular- 

é type peaches to 

boost its new 

service office. In- 


ree PS " 3 4 ys ~ - dividually pack- 
4 AL aged peaches 
ig . OF a were sent to 200 


business men as 

a reminder of 

“Peachtree on 

Michigan Ave- 

nue” opened by 

the Citizens & 

Southern Nation- 

al Bank, Atlanta. 

~ > ™. The Georgia 

ASSIST—Chiming in with the state of Minnesota’s national advertis- . ‘ vt : Peach, here, is 

ing campaign (AA, Aug. 5) is S. B. Foot Tanning Co., Red Wing, Sara Newsome. 
which will use a new series of color illustrations depicting the four 
seasons in Minnesota in its national advertising. Here, the wildlife 
drawings are shown by artist Lester Kouba and E. H. Foot Jr. of 

the tanning company, to Gov. Orville Freeman. 


Hylend eaten : : RESTFUL—“Nothing bothers the man 
CEREMONIAL—Prior to the official opening of the Media Club, St, MORE MORAL—A project to soothe objecting school officials—and = errant. Tce le 
Louis, the city’s mayor, Raymond R. Tucker, joins Robert F. Hy- _ inerease school sales—resulted in the switch from the woman’s ne Bi ‘thie to ae ° 
land, president of the new club and general manager of KMOX; C. silhouette illustration to happy moppets on these potato chip pack- rerncg + Mn is a ba oun ine 
Arthur Weis, president of the Globe-Democrat and chairman of the %9e8. Smith, Scherr & McDermott, Akron, designed the new 5¢ coamia wae one : : cove td 
club board, and C. Gordon Heiss, president of the Lennox Hotel package for Salem Potato Chip Co., also Akron. - age sag nr 


scheduled. Sackel Co., Boston, is 
where the club rooms are located, in a ribbon-cutting ceremony. the agency 


C15 
A 


McGaughey Graebner 
visiToRS—Emmett C. McGaughey, exec vp in charge of the Los 
Angeles office of Erwin, Wasey & Co., and Norman Best, senior 
vp in the L.A. office, visit in London with Walter Graebner, man- 
aging director of Erwin, Wasey’s British operation. 


ay 


ae 


¥ 


Kerker Peterson Hayes Hixon ! 
BIRTHDAY—Principals of Kerker, Peterson, Hixon, B. Peterson Jr., Robert W. Hayes and Carl K. Hix- 
Hayes, Minneapolis, take a look at medallions, on. In its seven years the advertising agency has 
carrying the agency’s “caveman” logo, presented yrown from a partnership consisting of Mr. Kerker 
to them by employes on the company’s seventh an- and Mr. Peterson to a shop currently employ- 
niversary. Shown here are Richard W. Kerker, Jay ing 50 persons. 


WORDLESS APPEAL—A small boy eyes a large dish of strawberry ice- 

cream in this copy-less poster for the California Dairy Industry 

Advisory Board. The design will appear on 100 Foster & Kleiser 

poster showings in California this fall. Cunningham & Walsh, San 
Francisco, is the agency. 
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As advertisers continue to increase 
their investments in magazines... 


LOOK leads all magazines 
in advertising revenue gains 


ADVERTISING REVENUE GAINS —1st 6 MONTHS, 1957 vs. 1956 


10 MAGAZINES LEADING IN ADVERTISING REVENUE, 1st 6 MONTHS, 1957 


$1,000,000 $2,000,000 $3,000,000 $4,000,000 


LOOK 


$4,274,828 


McCALL’S 
$2,343,764 
LADIES’ 


HOME JOURNAL 
$2,257,088 


NEWSWEEK 
$1,230,123 


LIFE 


$640,560 


BUSINESS 


GOOD 
HOUSEKEEPING 


SATURDAY 


EVENING POST During this period (first 6 months, 


$412,272 1957 vs. 1956), LOOK gained 
128.22 advertising pages . . . the 
BETTER HOMES largest increase registered by 


& GARDENS any major consumer magazine. 
$395,014 


TIME 
$194,459 


Source P.1.8. 


Year after year, every year, since 1946, LOOK advertising revenue has 


grown bigger than the year before. No other major magazine can match 


this record of continuous growth. 
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The daily Free Press is 
Detroit’s fastest-growing paper— 


and now enjoys the highest circulation 
in its 126-year history! 


And during recent months 


Detroit’s only morning paper 


has made greater advertising gains 


(retail, general, total) 


than the two evening papers. 


Fastest Growin 


For modern marketing 

in America’s Motor Empire 
the advertiser’s BASIC BUY 
is the friendly Free Press! 


Detroit Free Press 


Representatives: 
National—Story, Brooks & Finley 
Retail—Kent Hanson, New York 


461,167 Darcy, up 15,432 froma year ago/ 507,128 sunday, up 7,007 
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Advertising Age 


Feature Section 


C. M. Finds Two Retreshers 


Use Others’ Experience: Woolf 


Butler Discusses King-Size Ads 


Charges Against TV Reviewed 


Opinions expressed her are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.) 

The earliest written and printed doc- 
uments were circulated sparingly, and 
were not numerous. Little effort was made 
to give them the attribute of quick selecti- 
vity. I suppose headlines (and much of 
punctuation) were evolved as it became 
desirable to achieve two things: time sav- 
ing for the reader, and readership for the 
writer among the precisely right people 
to whom the “writing” would be exposed. 

At any rate, the skilled advertiser to- 
day can, and does, use emphasized words 
in display to assure him his rightful 
readers, Editors are especially skilled at 
this. 

It is distressing to me, always, to see 
advertisers throwing aside or scorning the 
valuable, progressive techniques men have 
laboriously had to evolve through the 
centuries as they have demanded work- 
ability in their complex societies. 


® This nice looking ad, with a proper 
headline could have achieved much more 
for the advertiser: (1) it would have dis- 
covered, like a Geiger counter, the living 
units in the general newspaper audience 
who would be the logical readers of this 
ad instead of ignoring them; (2) it would 
have avoided the waste of time on the 
part of some other readers, who, intrigued 
by the appearance, may have taken time 
to try to find out what it’s all about and 
been disappointed; and (3) it would have 
registered at least one good thought with 
a great many additional readers who 
would have read the headline to see if 
they wanted to read more of the ad. 

It is a safe general rule always to use 
a headline, a headline selective of the ap- 
propriate specific audience cut of the 
large general audience. A headline should 
always include mention of the prospect, 
and/or an interest of the prospect, bene- 
fits, news, an appeal to curiosity, or fa- 
vorable mention of the product or propo- 
sition advertised, or some combination 
of these. 

It would be very difficult for anyone 


Employe Communications... 


who reads this item to come up with 
any truly good proved headline that does 
not use one or more of these five great 
headline ingredients. Have you ever seen 
such a headline? 


@ There are a good many rules for 
strengthening headlines, but they work 
only over and above and upon these five 
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ingredients, which must first be put to 
work. On the basis of a great amount 
of headline research, and testing, and 
borrowing from all possible material I 
could ferret out, I started teaching these 
five great headline ingredients in 1936 or 
1937. 

All of the excellent work in headline 
research, copy testing, and readership, 
since that time, that I have been able to 
study, seems to confirm those five basic 
headline ingredients. Gallup & Robinson’s 
current Impact studies, which seem to me 
to help get to the real gristle and bone of 
what makes advertising work, are very 
convincing as to the value of using right 
headline ingredients. + 


The Faceless Existence of the Engineer 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

The Class of 57 engineering graduate 
has long since been spoken for. Some 
company put the brand on him months 
ago; perhaps longer ago than that. In 
spite of what the surveyors say is a 
slackening in the shortage of engineers, 
industry continues to beat the bushes for 
them and to settle for what they can get. 

If you have ever spent any time with 
the recruitment personnel, or with the re- 


cruitment manuals, you get the idea that 
engineers graduating into industry have 
a wonderful life for themselves. They are 
wined, dined and pampered. They rise 
with dizzying rapidity to vice-presi- 
dencies, and spend Wednesday afternoons 
at the country club. And when they work, 
which according to the manuals doesn’t 
appear to be very often, they grapple with 
the most exciting and alluring challenges 
in the dossier of engineering. 


= Conversations with young engineers 
with a year or so of industrial experience 


provide a somewhat different, far less 
rosy picture. According to their own often 
grim testimony, many of them move from 
a world of promise into a world of disil- 
lusionment. They are like weekend guests 
at the country estate who discover, to 
their dismay, that no provision has been 
made for feeding them or bedding them 
down at night. The pictures have been 
beautiful to see, but when the house lights 
go up, the engineer finds himself only one 
of the crowd. And quite a few engineers 
these days appear to be fighting for the 
exits. 

Young engineers have been boosted 
into the prima donna classification by 
virtue of a shortage of engineers. What 
many of them expect, or even demand, is 
ridiculous by lay worker standards, But 
the fact remains that, in many concerns 
around the country, industry has done a 
miserable job of communicating with its 
engineers. If a young engineer feels like 
an outcast, management is often to blame. 

Young engineers frequently complain, 
with deep feeling, that the company tucks 
them away in cubicles by themselves. In- 
stead of being engineers, they are drafts- 
men, performing menial tasks at the 


drawing board. They don’t know what 
project they work on because they are 
working on only one phase of it, and no 
one takes the trouble to describe the to- 
tal. The supervisor follows the tight-lipped 
policy of the vp in charge of engineering, 
who doesn’t believe in communication. A 
man completes an assignment over a peri- 
od of several weeks, gets a nod on its 
completion, and never hears a word about 
it again. 


= An apprentice machinist can get his 
picture in the employe magazine with his 
wife, house, children and dog, but the 
engineer—if he is pictured at all—must 
remain unidentified in the captions be- 
cause, if another company saw his pic- 
ture, it might raid him away from his 
job. 

Engineers are often disposed to look 
down upon all employe communications 
devices, not because they are opposed to 
communication but because they have so 
little of it themselves. They—at least some 
of them—are growing balding, graying 
and bitter. Some of the glorious word 
pictures in the recruitment manuals had 
better start taking on form and substance. 


trayal of passion, 


Don't Show the Cake Without the Cheese 


NEWS ITEM: Ernest Dichter, head of Institute for Motivational Re- 
search, says American advertising ignores the healthy libidinal re- 
lationship between men and women, suggests more realistic por- 


Attention, all you art directors, 

You copy men and sales projectors, 
Account execs and research, too, 
Hearken to this learned view! 

The latest poop from Motivation 
Concerns the lack of stimulation 

In ads where bodies all look woody 

And boys and girls are goody-goody. 
“Enough of this!” cries Ernest Dichter, 
If you aspire to be much richter, 

Obey that primitive reflex 

And load your ads with sex, sex, sex! 
Which means that if you aim to please, 
Don’t show the cake without the cheese. 
Those chi-chi dames you use for fashion, 
Do they look as if they’re built for passion? 
Bring back the curves, the shapely bust, 
To stir up thoughts of honest lust; 

Your kissing scenes with timid pecking 
Insult our nation’s code of necking; 
When boy meets girl upon the porch, 
The heat is on, so show the scorch! 
Consumers cry: “Stop kiddin’ us, 

We want our ads libidinous; 

Your married folk are too damm proper!” 
May we, therefore, suggest a stopper? 
Display your wedded he and she 

Doing what comes naturally! 

Your copy will be widely quoted, 

Your ads will surely be “most noted.” 
One tiny problem still prevails, 

How to get them through the mails! 


Copy Chief, Mack Leblang Co., New York. 


Ed Mandell, 
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Salesense in Advertising... 


It's a Good Idea to Cash in 
on the Experience of Others 


By James D. Woolf 
Advertising Consultant 

Among my acquaintances is a New 
York agency copywriter who enjoys 
boasting that he has never read a book 
about advertising. “What’s more,” he 
brags, “I have never read a single issue 
of ADVERTISING AGE or 
any other of the adver- 
tising trade journals. I 
am convinced that 
‘book learning’ has 
nothing to contribute 
to the development of 
my skill as a copy- 
writer.” 

This young man is 
not especially unique 
in his attitude. I am 
continually amazed at 
the number of copy- 
writers who read books neither on adver- 
tising nor on any other pertinent subject. 
When the whistle blows at 5 p.m. they are 
through for the day. 

This point of view is totally at variance 
with my own experience, I am deeply 
indebted to books and articles for what- 
ever rewards have been bestowed upon 
me by the advertising business. 


s As a very young man, scarcely out of 
my teens, I found myself a job as the ad- 
vertising manager of a sizable men’s 
clothing store. Inexperienced, uncertain, 
frightened, I was on the verge of quitting 
in despair when a friend gave me a little 
manual, “How to Write Letters That Win,” 
one of the then famous “How” books is- 
sued by A. W. Shaw, publisher of Sys- 
tem magazine. Now it dawned on me, for 
the first time, that the most interesting 
subject in the world to the reader of a 
sales letter (cr an advertisement) is the 
reader himself. “Always appeal to the 
reader’s self-interest,” urged the manual. 
“Sell benefits. Sell rewards. Portray what 
the product will DO for the reader.” Sud- 
denly I knew what advertising was all 
about. 

A week or so after this epochal event 
I discovered in a secondhand bookstore 
grimy copies of Walter Dill Scott’s two 
pioneering volumes on the psychology of 
advertising. These treatises, along with 
the Shaw book, had a profound effect on 
my theories about advertising. Overnight 
I regained my lost confidence and at once 
began producing resultful advertising. 
These books, to say the least, were short- 
cuts to enlightenment; without them I 
might have wasted months or even years 
stumbling along in wrong directions. 


s “Short-cuts to enlightenment” sums up 
my evaluation of books and articles about 
advertising. My New York acquaintance, 
after five years, is doing fairly well, but 
I feel sure he would today be much 
further ahead if he had permitted himself 
to learn from the experience of others. 
Over the years I have worked, as a 
supervisor, with a host of beginning copy- 
writers. Some of them had studied adver- 


tising at college, others had not. Others— 
some college-trained, some with high 
school diplomas—were graduates of the 
ICS school of advertising. Still others 
were students of advertising in university 
evening classes. About one-third of them, 
mostly college students, had done no pre- 
paratory work whatever; had never even 
so much as looked into an advertising 
textbook. Almost without exception the 
beginners with the most preparation went 
ahead at a far faster pace than the begin- 
ners who were starting from scratch. 
Going ahead at the fastest pace of all 
were the beginners who continued with 
their studies as a part of their permanent 
program of self-improvement. Too many 
copywriters abandon their study habits 
on the day they land their first job in 
advertising. 

Unthinkable to me is the notion that we, 
either as beginners or old hands, have lit- 
tle to learn from the experience of others 
who have been successful in our business. 
I have in my library nearly every book 
on advertising that has been published in 
the last 25 years, and I have learned 
something of value from every one of 
them. I have also been benefited tremen- 
dously by the speeches, reported regularly 
in ADVERTISING AGE, by such able practi- 
tioners as Charles Whittier, Leo Burnett, 
Victor O, Schwab, Fairfax Cone, David 
Ogilvy, and many, many others. I may 
not always agree with them—as I don’t 
now and then—but I always find them 
interesting and invariably stimulating to 
my imagination. 


s Then there’s this consideration. No 
thinker-upper of ideas can make bricks 
without straw. It is my belief that there 
is no such thing as a completely original 
idea. A so-called new idea is invariably 
suggested by something within our per- 
sonal experience; things we have seen or 
read or heard spark our imagination and 
set a train of thought in motion. We can- 
not fabricate ideas out of thin air. The 
more abundant our storehouse of mate- 
rials, the more prolific will be our pro- 
duction of ideas. 


® Books and articles are systematic 
gatherers of material for creators of ideas. 
Quoting James Webb Young, the more 
information that is stored away in that 
pattern-making machine, the mind, the 
better the chances are for the production 
of new and striking combinations, or 
ideas, 

Speaking for myself, out of my own 
experience, I am deeply indebted to the 
many able men and women who, over 
the years, have so generously contributed 
to the literature of our business. I’m 
strong for book learning. + 

+* + * 

Mr. Woolf’s articles are available in a 
handsomely bound 383-page book for per- 
manent reference. Price $5.95. Write Ad- 
vertising Publications, 200 E. Illinois St., 
Chicago 11, IU, for “Salesense in Adver- 
tising,” available on five days’ approval. 


Looking at Radio and Television... 


Much Probing—Any Results? 


By The Eye and Ear Man 
What will be the end result of the vary- 
ing “examinations” of the television in- 
dustry on the part of the Department of 
Justice, the FCC, the Senate and the high- 
ly vocal House? Will it result in lower 
discounts to large advertisers? Disintegra- 

tion of the networks? Nothing? 


Since the attacks come from various 
sources, it is mecessary to review the 
charges: 

Charge 1—Too much power to decide 


‘what the American public is going to see 


in the most powerful medium of all is 
concentrated in the hands of too few in- 
dividuals. 
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The Creative Man’‘s Corner... 


The Illustrations Do It 
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We offer these two advertisements as fine examples of how to intrigue and 
explain through the use of simple, uncomplicated, perfectly natural illustra- 
tions. 

The Marlboro ad is as straightforward as a handshake. “It may look,” says 
the copy, referring to the photo of the filter, “like a flower for your button- 
hole, but it isn’t. It’s an unretouched photograph of the pure white material 
that goes into the filter of one Marlboro cigaret.” 

We’re certain it benefits in interest from the many outstanding Marlboro 
ads that preceded it. At the same time, it adds a refreshingly new touch (and 
“change of pace,” as the saying goes) to the entire campaign. 

With much the same directness, the photo of the man carrying into his 
home a Philco air conditioner says as no words could possibly say that the 
Phileco Bantam 12 is really light and hence easy to install yourself. As a 
matter of fact, it got across its point so forcefully with us that, not until we 
read the copy a second time, were we aware that nowhere is the actual weight 
of the unit mentioned. Could be, come to think of it, the guy’s carrying the 


empty carton out to his backyard incinerator to burn it. 


Charge 2—There is a tendency through 
the discount structures to favor the largest 
advertisers who tend to monopolize the 
medium. 

Charge 3—There is too much network 
contro] of programming, to the degree 
that the local station is becoming effete. 

There are other charges, but these 
three reflect.the serious issues which may 
call for remedial action on the part of the 
lawmakers. 


s Charge 1 is the power charge that was 
triggered by the cavalier manner the net- 
works used in dealing with some hot- 
tempered advertisers whose complaints 
were made in the highest government cir- 
cles. Both Republicans and Democrats 
alike have been investigating these charg- 
es with no apparent unity of direction or 
solution. 

No one really likes the idea that the 
sequence of network programming is con- 


ht op 


trolled by a few network officials, but 
neither does anyone have a better idea. 
The turnover in these jobs is fast enough 
to insure a diversification of ideas, how- 
ever. 

The idea being proffered by investiga- 
tors without experience or information 
in depth leads the public to believe that 
all programs are selected and arranged 
by the networks’ officials. This is a child- 
ish and fallacious concept. 

The decision maker as to what pro- 
grams ultimately get on and stay on the 
networks is the public. A sound rating 
system and relative rank of programs de- 
cides which goes and which stays. Wheth- 
er local or networks, the system works 
the same. The public is the final judge. 
To be sure, the networks, advertisers and 
producers, who make the pilot films, de- 
termine the original choice and make a 
decision on the basis of what the public 
wants (in their opinion). 


® Actually, this presumed abuse is the 
real strength of network over spot pro- 
gramming. The sequence of programs 
tends to support all programs. There is 
good balance of types of programs deter- 
mined by the audience composition and 
competition. Add to this the fact that 
some of the world’s best cultural pro- 
grams are supplied by the networks at 
their expense—generally on Sunday aft- 
ernoon—and fed to the same local sta- 
tions that some of the solons want to 
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have take over the programming re- 
sponsibility. These same local stations, 
however, usually cover culture with 
grade C syndicated films for local adver- 
tisers. 

Charge 2 may prod Congress to legal 
action. The volume discounts and the con- 
tiguity discounts and the other various 
discount plans that have been offered 
since the beginning of television by the 
various networks and stations have in- 
deed favored the large advertiser, just as 
did radio discounts for a generation. 

It is possible that the Robinson-Patman 
Act will be amended by Congress to apply 
to services, and if that happens, television 
discount structures will be revised. This 
will make the networks less advantageous 
to large advertisers and may divert some 
money to local operations. However, it 
will also make television adjust its rates, 
minimum station requirements and length 
of commitments so that smaller adver- 
tisers (who never could before) can make 
use of the medium. 

In any event a modification of network 
discounts can only slightly affect that 
selling advantage of television with sound 
plus sight plus demonstration at cost-per- 
thousand that, even if doubled, would 


Tips for the Production Man... 


still be favorable. 

Charge 3 is the most under-researched 
accusation of them all. Stations are at a 
disadvantage when trying to compete 
with networks on large-scale program- 
ming because of lack of personnel, studio 
space, experienced performers, film fa- 
cilities, money and program material. 
Live programming is very expensive for 
them and often unsatisfactory. 


s Local stations generally offer person- 
ality shows, disc jockeys, an occasional 
amateur hour, and cooking shows—plus 
competently handled news. The idea that 
a shift to more local programming re- 
sponsibility would immediately raise the 
programming level is ludicrous. It might 
result only in an additional number of 
grade B syndicated film shows in hodge- 
podge order without regard to audience 
composition or balance in most cases. 

In general, the basic charges against 
the networks appear to be exaggerated or 
emotional. The networks represent an or- 
derly, economical way to advertise on a 
national basis. The ground rules have 
been devised after trial and error in the 
capitalistic economy of supply and de- 
mand. # 


King-Size Ads—Their Use Made Easy 


By Kenneth B. Butler 

The business paper Contractors and En- 
gineers has a king-size page (11”x15”, 
same as AA). This in a field where most 
of the competition uses standard 7x10 ad 
plates. 

C and E is not letting this become a 
drawback, however. Quite the contrary, 
they are merchandising its advantages and 
in a very impressive brochure they have 
built a case for their format (which is 
near double size). 

They show a reprint of the standard 
7x10 black and white plate which they 
received from one advertiser. This is 
tipped upon a blowup made from this 
plate, as the ad appeared in their book. 


s They emphasize that no extra cost to 
the advertiser is involved for the special 
plates. Their engraver, they state, has 
worked out a technique for making these 
blowup plates, either with single color or 
two colors, in such a way that the pub- 
lisher is able to absorb all costs beyond 
the plates or electros furnished to them. 

Further, the big plates become perma- 
nent property of the advertiser for repeat 
or reprint purposes. 

The blowup, which while it lost, in our 
opinion, a few of the highlights, actually 
had stronger solids than the original. Type 
was a little fuzzy around the edges from 
the enlargement, but entirely acceptable. 


® Publications produced by offset and 
rotogravure have been doing this for some 
time, but the fact that the new engraving 
method did the job inexpensively enough 
to enable the publisher to absorb the cost, 
is interesting news. 


* * * 


In the rest of the brochure, Contractors 
and Engineers went on to show pictures 
of spreads from their publication illus- 
trating imaginative and effective ways an 
advertiser might use these large size, off- 
beat dimensions, to his good advantage. 

Various ideas were advanced, each con- 
taining the core of an idea for the produc- 
tion man, no matter what field he oper- 
ates in. 

We will list them: 


e 1. Standard size inserts have high at- 
tention value in a king-size book . . . they 
“pop out.” 


e 2. Double-spread (blown up from stand- 


EDITORIAL STYLE—Standard 72x10 plate, sur- 
rounded by simulated editorial style pro- 
motion stories, to expand ad to 11215. 


EDITORIAL IMPACT—Half-page spread opens 
top half for editorial treatment, increasing 
reader traffic and ad exposure. 


ard spread) have a whale of an impact. 
Characterized as a “crash” program. 


e 3. A page 11x15 has almost twice the 
area of a 7x10, with impact assuring in- 
creased readership. 


e 4. King-size half-page spread permits 
editorial department to do a king-size 
editorial job on the same spread, to in- 
crease reader traffic. 


e 5. Full-size reprints from the same 
plates permit advertisers to redirect art, 
type and story to key groups at a saving 
in direct mail costs. 


e 6. King-size reprints can be used as 
self-mailers or converted to four-page 
folders by adding other copy. 


e 7. Use of a half-page spread and use 


the upper half of reprint to “punch home” 
the sales message, or to amplify it. 


e 8. Regular spread from standard size, 
used as is, is highly visible as a spread, 
since it is framed with reading matter. 


DISTRIBUTOR LISTINGS—Standard size plate 
blown to 11215, and used as a spread with 
opposite page devoted to a listing of dis- 
tributors for the product advertised. Good 
also for direct mail promotion. 


67 


e 9. Use of 7x10 plate and run distributor 
listings in the additional space provided 
by the king-size page. 


e 10. Use of standard plate with simulated 
editorial material used to frame the ad 
combines product advertising with, the 
reader interest inherent in editorial. + 


SIZE DIFFERENTIAL AN ASSET—Furnished in- 
serts, standard size, pop out when bound 
into king-size book. 


On the Merchandising Front... 


If You Have Something Hot—Make It Hotter 


By E. B. Weiss 

Every so often, a manufacturer holds in 
his hands a new item that is so obviously 
“hot” that it almost burns a hole in his 
palm. It simply can’t lay an egg; indeed, 
it can’t even be merely mediocre because 
“everything” points in 
the direction of a sell- 
out. The only problem 
will be production. 

This, of course, is 
hitting the jackpot. 
And it’s obviously a 
rather heavenly state 
of affairs. 

However, there is 
nothing in business 
that isn’t accompanied 
by question marks; by problems. And the 
sure-fire new number inevitably brings 
in its wake a host of questions, and usual- 
ly a host of problems. Not the least of the 
latter are the production difficulties. 


E. B. Weiss 


s But a hot number brings in its wake a 
rather interesting question, if not exactly 
a problem—to wit: “Just how much 
should we pour into it?” 

In other words, here is a new item that 
is almost guaranteed to sell itself. Well, 
let’s begrudge it a few advertising dollars 
—just to make sure it not only gets off the 
ground but keeps climbing. 

But what else should be done? And 
maybe more to the point—what should 
not be done since “with this one just 
nothing can go wrong”? 


s Should a couple of refinements in con- 
struction, or design, or packaging be held 
up until it needs a shot in the arm? 


e Should the trade—wholesale and retail 
—be limited to regular terms? 


e Should the wholesale salesmen be giv- 
en any special incentive? Should the retail 
salesmen be given any special incentive? 


e Should promotional material be kept to 
a minimum? 


e Should ammunition, in brief, be held 
back for use “if, as and when” needed? 


These are the questions that manufac- 
turers ask themselves when they have a 
new item so good that “all we have to do 
is make it available—and it’ll move like 
those dry creeks in Texas after a cloud- 
burst.” And, probably more often than 
otherwise, the decision is to hold back; to 
see how large a volume can be obtained on 
the new item with a minimum of effort 


and, of course, a minimum of cost. 


Push It Hard 

But some manufacturers—RCA on its 
radio set manufacturing end is one—take 
the position that “when you have a hot 
item—make it hotter.” And I am very 
much inclined to go along with that rea- 
soning. Let me explain why: 

In the first place, the trade may com- 
plain—even complain bitterly—about 
back-orders, about partially-filled orders, 
about delayed shipments, about not get- 
ting wanted sizes, colors, etc. when a 
highly-successful new item runs behind 
in production, as they usually tend to do. 
But the trade remembers a success—re- 
spects a success. This is why there is al- 
most nothing like success to win still 
further success. The complaints are for- 
gotton after a time; usually after a fairly 
short time; among other reasons because 
the dazzle of the hot number blinds the 
trade to the frustrations and because, 
when the final figures are added up, the 
trade generally has done exceptionally 
well with the item. 


® Secondly, a hugely successful new item 
shares its success to a considerable extent 
with the more sedate items in the line. 
This carry-over is a direct result of the 
enthusiasm the new item generates among 
the manufacturer’s sales force and the ex- 
citement it creates in the trade. Indeed, 
the total increase in volume and profit on 
the remainder of the line may even ex- 
ceed the volume and profit done on the 
new item. This is a most important point. 
When you get a sales force and the trade 
excited, when you get the trade in par- 
ticular talking about the wonderful move- 
ment of a new number—the whole line 
tends to benefit. 

Third, the more powerful the impact 
achieved during the introduction of an ex- 
citing new item, the longer the good re- 
sults will last. There may be some law of 
physics involved here. In any event, when 
every possible appeal is put into the new 
item, when it is given the most powerful 
merchandising, promotion and advertising 
that can be put behind it—the higher the 
volume peak and the longer duration the 
ultimate volume plateau. 


® Fourth, the more dynamic the initial 
success, the more difficult will it be for 
competition to make up for the last lap. 
And competition will, of course, put in an 
appearance—usually sooner than antici- 
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pated and sometimes with a better prod- 
uct than anticipated. This last potentizlity 
is not to be overlooked: If competition 
should come out rather promptly with an 
improved model, an awful lot of the initial 
steam will have been lost. Clearly, the 
more that is poured into the product de- 
sign and what it takes to sell it, the more 
difficult it will be for competition to latch 
onto the coattails of the new item. New 
products do not enjoy a competitive vac- 
uum for long—not even patented items. 
Fifth, those who originally contributed 
to the development of the new item will 
be spurred on to still greater effort to im- 
prove it in direct proportion to the degree 
of overwhelming success achieved for it. 
This becomes a challenge—the kind of 
challenge that is almost joyfully accepted. 


A Copy Cub Looks 


By One of Them 
Is advertising a profession? Some like 
to think so; copywriters more so than 
auybody else. And among copywriters, 
copy cubs are sure that they are prepar- 
ing for a profession. They know that ad- 
vertising is a profession because: 


e 1. The training period is long and ar- 
duous, similar to interning or law-clerk- 
ing. Hey kid, run off another batch of 
these releases, the ones you gave me all 
smudged, Hey kid, you wanna run down 
and get fifteen coffees. Hey kid, we got a 
big mailing, stick around for some time 
tonight. 


e 2. The education required is special- 
ized, intensely so. Mr. Johnson, I| realize 
that you majored in advertising, took a 
minor in merchandising and sold adver- 
tising for your college paper, but we’re 
looking for a well-rounded individual, 
preferably one with an interest in Scar- 
latti, Rilke and bio-physics. 


e 3. The jargon of advertising is pecu- 
liar, and outsiders are not acquainted 
Hey kid, don’t you speak English? What’s 
with this feeding it to the cat and carry- 
ing the ball over the top? I asked you if 
you liked this headline... 

e 4. Those fortunate enough to be in ad- 
vertising take a humble pride in their 


Sixth, it is amazing how production fig- 
ures can be achieved on a new item that, 
initially, seemed utterly impossible. This 
has always been one of the great achieve- 
ments of American industry. In World 
War II, in particular, American industry 
showed a phenomenal ability to produce 
both guns and butter—and the “butter” 
was, in many instances, made from in- 
gredients and even with machinery never 
before considered. What the market wants 
the factory can usually deliver, even 
though this sometimes seems to involve 
the impossible. And it makes just as good 
sense to give the factory a challenge as it 
does to give product planners a challenge. 

So when next you are blessed with a 
“hot” item—may it be soon!—make it 
hotter. It’s usually the right thing to do. + 


at His Profession 


work. So I throw together this folder, just 
hack it out, you understand, and the cli- 
ent turns thumbs down. What does he 
want for his two grand—Paradise Lost? 
I should have become a plumber—at 
least you have regular hours. 


e 5. The climb is tough, but for those 
who stick it out, the rewards are great, as 
in all professions . well, most. Say 
kid, can you lend me five till Thursday? 


e 6. The novice is encouraged to try his 
hand. What’s this bilge? Kid, stay in the 
mailroom, until I ask you to come out. 


e 7. As in most professions, there is a 
tendency to specialize. After I finish this 
storm-window ad, I’ll work on the soap 
copy. That is, if I can get through the 
baby food, piston-ring and ashtray mate- 
rial. 


e 8. The professional is well acquainted 
with the problems of all aspects of his 
field. What does that art director know 
about copy? I already cut five words 
from the first paragraph. So what if it 
runs a little long, he can squeeze it in. 


e 9. The members of the profession are 
cynical. Kid, whatever you do, remember 
that this is the newest, not the oldest pro- 
fession. # 


What They Were Saying 25 Years Ago 


Robert R. McCormick, editor and pub- 
lisher of the Chicago Tribune, to the 
Kansas City branch of the Federation of 
American Business (AA, July 9, 1932): 

“Great profits come only to an enter- 
prise which produces an article for which 
the demand vastly exceeds the capacity 
to produce it. These profits are reinvested 
in the business to expand its capacity. 
When production approximates demand, 
large profits cease.” 


W. W. Morrison, Morrison-Neese Fur- 
niture Co., to the Summer Market and the 
National Retail Furniture Assn. mecting 
(AA, July 9, 1932): 

“Present methods of advertising are 
ruining the standard of furniture selling. 
Constant hammering at price, regardless 
of quality, is tearing down the whole 
structure of public confidence in our 
business. Let us be what we should be— 


home decorators.” 

W. A. Metzger, manager of advertising 
and sales promotion, Royal Typewriter 
Co., on the introduction of a new portable 
typewriter (AA, July 23, 1932): 

“In addition to stationery, department 
and radio stores, we also want gift shops 
and book stores as dealers. In fact, we 
are willing to use any type of outlet 
capable of doing a merchandising job, 
except meat markets. The new marketing 
concept of our product defines it as a 
utility which it will soon be necessary 
for every individual or home to possess.” 


Editorial in the Cedar Rapids Gazette 
(AA, Aug. 13, 1932): 

“For men to go about in these scorching 
days trussed up in the same woolen suits, 
tight collars, carefully adjusted neckties 
and heavy shoes they wear in winter is 
as conclusive a sign of insanity as some 
which put other men in asylums... Men, 


as a class, are too self-conscious and ‘hen- 
nish’ to do anything about the weather— 
that is, to wear coo] clothing regardless 
of how much it may deviate from the 
hide-bound tradition of masculine at- 
tire.” 


Harry Boyd Brown, merchandise man- 
ager of the Philadelphia Storage Battery 
Co., to the Newspaper Advertising Exec- 
utives Assn. (AA, June 25, 1932): 

“Instead of curtailing sales and adver- 
tising effort, we have increased it. Many 
a company which thinks it is cutting ex- 
penses is really preparing to go out of 
business; instead of reorganizing, it is 
disorganizing.” 


Arthur Brisbane, Hearst editor, to the 
Chicago Advertising Council (AA, May 
28, 1932): 

“Merchandise must be made so attrac- 
tive that people will fall in love with it. 
That’s the kind of automobile that’s sell- 
ing today. One trouble wth the radio busi- 


“He’s not supposed to know anything 
about advertising—he’s motivation re- 
search!” 

—Gus Levy, New Orleans. 
ness, for example, is that the manufac- 
turers are keeping one and a half eyes on 
each other and only half an eye on the 
public. Consequently the cabinets they are 
producing are not what the public wants 
and will be delighted to have in their 
homes.” 


Copyright 1957 by Paul Pinson 
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Vinseegs \ 


Use 5 matches only to draw 
figures. Simple, easy, flexible. 


Copy and Art in broad agreement 


Both concur in appreciation of necessary idea “simmering ' time,” 
love to work in environment where creative workers don’t have 
to change positions at whispered “Uh! Oh! Here comes the Boss!” 


as time 


to work silently and without apparent effort 


goes by 


Next Lesson: “It Smells Like A Barn In Here!” 


Coming Soon: “Your Guide to Visualizing the Product” 
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Toni Enters ‘Self 
Styling’ Adorn in 
Hair Spray Derby 


Cuicaco, Aug. 6—Adorn, a new 
hair spray, described as “the first 
self-styling invisible hair spray de- 
signed for professional hair styl- 
ing at home,” was put on the mar- 
ket last week by the Toni Co. divi- 
sion of Gillette Co. 

According to Toni, Adorn is 
sprayed on the hair before comb- 
ing, and the desired hair style is 
obtained without pin curls. 

The new spray is available in 
only one size, a 7 oz. white aerosol 
container with a cobalt blue and 
gold label. It is being retailed for 
$1.50, plus tax, through Toni’s reg- 
ular retail channels. 

“With Adorn, which is the result 
of five years of intensive research 
in our laboratories, we are confi- 
dent that we have developed the 
finest hair spray available,” says 
Stuart K. Hensley, Toni exec vp. 


8 He estimates the total retail hair 
spray market at $75,000,000 an- 
nually and notes, “In the past six 
years, hair spray sales have in- 
creased at the rate of 35% a year. 

“Phenomenal as this growth is,” 
Mr. Hensley adds, “only one out 
of three women uses a hair spray 
today—and then only once a week. 
We foresee vast increases in usage 
in the future.” 

Toni is backing the Adorn in- 
troduction with a “heaviest ever” 
advertising campaign, including 
sponsorship or participation in 
eight NBC-TV shows, heavy spot 
tv in 40 leading markets and “an 
extensive print schedule.” 

The agency for Adorn is North 
Advertising Inc., which also han- 
dles Toni, Tonette, Silver Curl, 
Deep Magic and Prom. Tatham- 
Laird and Clinton E. Frank Inc. 
also handle portions of the Toni 
account. # 


Whitehall Elects Bonham 
Kenneth A. Bonham, formerly 
vp and general manager of White- 
hall Pharmacal Co., New York, has 
been named president of White- 
hall. Previously Mr. Bonham had 
been an assistant to Walter F, Sil- 
bersack, president of American 
Home Products Corp., Whitehall’s 
parent corporation. 


Billy Bullets 
SMALL ADS bring BIG RESULTS 


Wy 


“Over $1000.00 in sales already 
from my first small ad in The 

—and 300 more live 
prospects to work on. 


Riny- initial investment with you 

= aeeate given back a 285% 
—< with reasonable assurance 
of much more!” 


(Name on Request) 


AMERICAN — 
RIFLEMAN®..~ 


SCOTT CIRCLE WASH. 6 D.C. 


| Paul Fine Changes Jobs 

Paul Fine, formerly with the In- 
stitute for Motivational Research, 
/has joined the Center for Research 
in Package Marketing Inc., New 
York, as vp and technical director. 
Mr. Fine will be in charge of the 
organization’s “flash room” lab- 
oratories at Peekskill, N. Y. 


Seitz Drops Power Products 

Ken Seitz & Associates, Milwau- 
kee, has resigned the account of 
Power Products Corp., Grafton, 
Wis., effective Sept. 1. Power Prod- 
ucts was recently sold to Tecum- 
seh Products Co., Tecumseh, Mich. 
Seitz has handled the account since 
1950. 


Oftner Joins FC&B 

David Ofner Jr. has joined Foote, 
Cone & Belding, Chicago, as media 
merchandising manager, succeed- 
ng Mrs. Joanne S. Schkoff, who 
has resigned. He formerly was as- 
sistant ad manager of Club Alu- 
minum Products Co. 


iuas 
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ray 


I'm going to buy that candy!” 


He was watching Chicago’s top rated daytime TV program— 
Network or Local — WGN-TV’s “Lunchtime Little Theatre” 
(Average quarter hour rating, 8.3%—June ARB). 


Top programming to deliver you the right kind of audience is 
our business. 
That’s why Top Drawer Advertisers use WGN-TV 


Let our specialists fill you in on some exciting WGN-TV case histories, 
discuss your sales problems and advise you on current availabilities. 


wr naeiaesioe WGN-TV 


CHANNEL 9—CHICAGO 
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*Transportation 
Advertisers 
prefer The 
Times above 
ALL other 
Los Angeles 
metropolitan 
newspapers. 


(In the first 6 months of ‘57 
The Times led in 95 of Media 
Records’ 114 classifications.) 


Travel-minded Southern Californians 
look to The Times for information, help, 
ideas. Transportation advertisers, as 
a result, rely on The Times more than 
on any other Los Angeles newspaper. 


LOS ANGELES 


TIMES 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 


‘Old Reading Stays 
in Touch with Dutch 
m= \in New Ad Program 


READING, Pa., Aug. 7—The Old 
Reading Brewery has replaced its 
traditional “old Dutch” theme with 
a “new Dutch” look. But the brew- 
jer is staying out of “dutch” by 
keeping in “touch with the Dutch.” 

Old Reading for some time had 
used the theme, “Traditionally 
Pennsylvania Dutch,” to identify 
its beer with the dominant Penn- 
sylvania Dutch background of the 
area. When the theme was first 
adopted in 1946 an artist was com- 
| missioned to do a series of original 


= idrawings of the Pennsylvania 


| Dutch folk and customs, all of 
which were used in the company’s 
visual advertising. 

Although the campaign was suc- 
cessful, brewery executives found 
in recent years that in contrast to 
the growing trend to a lighter, 
| drier beer and a more modern feel- 
|ing in beer advertising in general, 
ithe “Traditionally Pennsylvania 
Dutch” theme appealed primarily 
| to older customers. 

The management felt that while 
lit was important to appeal to and 
| hold these older consumers, it also 
| was important to attract younger 
j}consumers. The brewer started a 
Streamlining program in _ 1953 
when the Ted Black Agency here 
| took over the account. 


|@ The first major change occurred 
|in 1955, when the brewery’s pack- 
aging was completely redesigned. 
|Last year the new design was car- 


( bly (hi Avvadiny hed 
THE TOUCH OF 
THE DUTCH 


DUTCH TOUCH—New ads for Old 

Reading Brewery feature modern 

scenes with a new slogan, “The 
Touch of the Dutch.” 


|ried through to point of purchase 
materials, truck painting, busi- 
ness cards, stationery, draught 
knobs, drivers’ uniforms, highway 
bulletins and spectaculars. Media 
advertising for both years was de- 
| voted primarily to introduction of 
| the new look. 

At the end of 1956 the manage- 
iment felt that it still needed a 
catchy slogan and a new art ap- 
proach in advertising. When the 
agency made its presentation early 
this year, “The Touch of the 
Dutch” slogan was adopted. 

Art work was built around the 
idea of stylish young couples par- 
ticipating in everyday leisure ac- 
tivities and in each situation there 
appeared a toucl: of colorful Penn- 
sylvania Dutch art. 

This original art work has been 
used in multi-colored outdoor signs, 
newspaper ads, point of purchase 
materials and tv spots. Radio spots 
also were created around the 
“Touch of the Dutch” theme. # 


Jos. Green Joins Kolker 

Joseph Green, formerly adver- 
tising and sales promotion manag- 
er of Bryant Air Conditioning 
Corp., has joined Nat M. Kolker 
Advertising Agency, Philadelphia, 
as exec vp. 


ye 
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OLD DUTCH—Old Reading Brewery 
ads formerly featured the “Tradi- 
tionally Pennsylvania Dutch” slo- 
gan plus reproductions of original 
paintings of this cultural group. 


Eight Advertisers Sign Up 
tor ‘Ohio—U.S.A.’ 

Eight more manufacturers have 
taken space in the “Ohio—U.S.A.” 
advertising section running month- 
ly in two export publications, 
World’s Business and its Spanish- 
language equivalent, Guia (AA, 
July 1). The new sponsors, with 
their agencies, are: 

Cincinnati Midwest Interna- 
tional House (Roy Madison Asso- 


Co. (Akron Advertising Associ- 
ates); Toledo Scale Co. (Beeson- 
Reichert); Willys Overland Export 
Corp. (Norman, Craig & Kummel); 
Boice-Crane Co. (Wendt Adver- 
tising Agency); Toledo-Lucas 
County Port Authority (direct); 
Cleveland Punch & Saw Works Co. 
(direct); and Littleford Bros. Inc. 
(Perry-Brown). 


Kerker Peterson Names Two 

William S. Deshler has been ap- 
pointed an account executive and 
James S. Stein copy director of 
Kerker Peterson Hixon Hayes, 
Minneapolis. Mr. Deshler has been 
with the agency three years and 
was named copy chief in March, 
1956. Mr. Stein joined the agency 
as a copywriter in May, 1956. 


ciates); Mansfield Tire & Rubber |q, 
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Olmsted & Foley Adds Two 

Northland Foods, Duluth proc- 
essor of Wilderness prepared pie 
mixes, has named Olmsted & Fo- 
|ley, Minneapolis, to direct its ad- 
|vertising and merchandising pro- 
| grams. Honeymead Products Co., 
| Mankato, Minn., soybean proces- 
| sor and refiner, also has appointed 
the agency to handle its advertis- 
ing. 


|Mead Johnson Names 
|Wentzel, Wainwright 

| Mead Johnson & Co., Evansville, 
| Ind., has appointed Wentzel, Wain- 
wright, Poister & Poore, Chicago, 
to handle its institutional advertis- 
ing. No previous agency had been 
in charge of institutional, which 
was not used before. 


MacManus, John Ltd. Adds I 

Allen & Hanburys Co. Ltd. has 
appointed MacManus, John & 
Adams of Canada Ltd., Toronto, to 
handle Canadian advertising for its 
line of ethical drugs. 


“Who Is The 
influential?” 


This was one of the best-kept ad- 
vertising secrets of the year until 
the Saturday Evening Post decided 
to tell the answer. 


In the September issue of AD- 
VERTISING P REQUIREMENTS the 
editors of AR bring you the story 
behind the unusual S. E. P. cam- 
paign, including the devious methods 
esigned to “keep the secret.” 


The story is a good example of 
the unusual kind of information 
you'll find in every issue of AD- 
VERTISING REQUIREMENTS ... 
information on every aspect of ad- 
vertising production, promotion and 
merchandising. 


Clip this ad, attach $3 to your let- 
terhead and mail today for year’s 
trial (12 issues) beginning with the 
big September issue. 


You must be completely satisfied, 
of course, or your money 


Advertising Requirements 


Workbook of Advertising 
& Sales Promotion 


‘200 E. Illinois Street, Chicago, Illinois 


the 
finest 


ZG 


LETTERPRESS 


GRAVURE 


for national advertising 
demands the consideration 

of the finest 

photoengraving craftsmanship 


COLLINS, 
MILLER & 
HUTCHINGS, INC. 


333 WEST LAKE STREET 
CHICAGO 6, ILLINOIS 
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Network Gross Time Charges 


Source: Publishers 


Information Bureau 


NETWORK TELEVISION 
June June % Jan.-June Jan.-June % 
1957 1956 Change 1957 1956 Change 
SEE Neciehimanatite $ 6,413,708 $ 6,119,917 +48 $ 40,095,218 $ 38,481,155 +44.2 
SS slicmededach 18,356,892 17,935,789 +23 116,762,487 106,499,425 49.6 


GIEES, . concesteeniens 14,746,537 14,186,929 
Total ........ $39,517,137 $38,242,635 


+39 93,799,504 89,529,732 +48 
+3.3 $250,657,209 $234,510,312 +69 


1957 NETWORE TELEVISION TOTALS 


ABC cBs NBC TOTAL 

JQNUGTY  ooccccceseeeees $ 6,715,581 $ 20,231,474 $16,554,941 $ 43,501,996 
February 6,175,488 18,309,088 14,900,631 39,385,207 
March 6,848,848 20,172,173 16,631,974 43,652,995 
April 6,682,786 19,385,098 15,154,388 41,222,272 
GI cteninmarenes 7,258,807 20,307,762 15,811,033* 43,377 ,602* 
BORD ccresiisatintecnntonines 6,413,708 18,356,892 14,746,537 39,517,137 

Total $40,095,218 $116,762,487 $93,799,504 $250,657,209 


*Revised as of July 29, 1957. 


New York Will 
Have 2 ‘Probes’ 
of Advertising 


ALBany, Aug. 7—A state legis- 
lative committee will hold hear- 
ings in September to study the 
need for further tightening of laws 
governing instalment sales and 
“bait” advertising and other forms 
of consumer protection. 

Gov. Harriman has called a 
statewide conference at Albany 
Oct. 2 om measures to curb 
“phony” bargains and fraudulent 
selling and consumer credit prac- 
tices. 

Sen. Walter Van Wigeren, chair- 
man of the joint legislative com- 
mittee on commerce and economic 
development, said the first hear- 
ing will be held the week of Sept. 
15 in New York City. Others will 
be held elsewhere later. 


s “The hearings will be concerned 
with a general review of the Motor 


Vehicle Retail Instalment Sales) 
Act, including insurance aspects of | 


automobile financing and packing 
of insurance items and other bene- 
fits in automobile instalment sales 
contracts; the All-Goods Instal- 
ment Sales Act; wage assignments 
and bait advertising,” Sen. Van 
Wigeren said. 

“Consideration also will be giv- 
en to reviewing, recodifying and 
modernizing of laws governing 
personal property as security for 
loans and credit, including the 
study of the default, retaking, re- 
possession and resale provisions of 
the laws covering chattel mort- 
gages and conditional sales.” 

Gov. Harriman set up a some- 
what similar program for the 
statewide conference when he an- 
nounced it last month. 


OUTLAW FALSE AUTO 
ADS IN WISCONSIN 

Mapison, Wis., Aug. 7—A bill 
outlawing false automobile adver- 
tising, “chain” car sales and “bush- 
ing” in the car sales business has 
been signed by Gov. Vernon Thom- 
son. 

The bill authorizes the state mo- 
tor vehicle department to suspend 
the license of a dealer or sales- 
man for any of the three violations. 

Under the “chain” car sales plan, 
if the purchaser of an auto sells 
a certain number of cars to his 
friends, he gets his car free. The 
system is considered unethical by 
the state because the purchaser 
usually cannot make the sales. 

“Bushing” is a term used for in- 
creasing the selling price after a 
customer has agreed to buy an auto 
at a certain figure. Under the new 
law, such increases are prohibited 
after the buyer has made an initial 
payment, either with money or a 


| trade-in, and has signed a pur- 
|chase order subject to subsequent 
acceptance by the dealer. # 


CUSTOM PHOTOENGRAVING 


DEErYr THovUGHT 


Publication presses spinning at a dizzy pace are pleading for 

deep originals—deeper and cleaner than ever before. Every set of 
color engravings produced in our plant is depth tested and rigidly 
inspected for correct dot structure under our special 175X Microscope. 
Another reason why H & M reproductions 
Sell at the Point of Impression. 


or costly to test. 


—technique 


In the past, new ideas for television 
often had to be discarded simply 
| because they appeared impractical 


Now—such ideas can get a commer- 
cially practical hearing in the Television 
Workshop—J. Walter Thompson Com- 
pany’s private television studio in New 
York. For instance — 


Could a bridge match be made interest. 
ing on TV? Could children carry off a 


es i ‘ee ° k sete: 
#Qio 


Cn ed 


History is made in J. Walter Thompson Company's Television Workshop 
New television technique, developed for Association of American 
Playing Card Manufacturers, successfully covers a bridge match 


This new technique was exhibited to major TV stations by 

J. Walter Thompson public relations men. WOR-TV, using this technique 
was able for the first time to cover a bridge tourney. Other stations 

now use similar techniques to telecast card games 


First successful telecast of a bridge match 


developed in our TV Workshop 


difficult “live” Kraft commercial? Which 
demonstration most effectively visualized 
Scotkins’ “wet strength”? 


An Aunt Jemima commercial that 
“could not be made” was made in the 
Workshop—and won an audience im- 
pact rating higher than normal for 
this product. 


These are just a few examples where 


successful new ideas and techniques, in 
black-and-white and color, have been 
developed for clients in the Workshop. 


If you would like to know more about 
the Workshop—or, when you are in 
New York, to see it broadcast over closed 
circuit to sets in our office—write the 
J. Walter Thompson office nearest you 
or to 420 Lexington Ave., New York 17. 


J. WALTER THOMPSON COMPANY 
New York, Chicago, Detroit, San Francisco, Los Angeles, Hollywood, 
Washington, D.C. Miami and principal international markets 
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4043 N. Ravenswood Avenue, Chicago 13 + telephone: EAstgate 7-9220 
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Rogers & Cowan, Jacobs Merge 


Rogers & Cowan and Arthur P. 
Jacobs Co., public relations coun- 
selors, have merged operations. 
The new company, Rogers, Cowan 
& Jacobs, has offices in Beverly 
Hills, New York, London, Paris 
and Rome. Henry C. Rogers will 
be president, and Warren Cowan 


Professor Joins Agency 
Kenneth R. Burchard has been 
appointed a consultant in graphic 
arts by Reuter & Bragdon Inc., 
public relations and advertising 
company of Pittsburgh and New 
York. Mr. Burchard is professor 
of printing management and as- 
sistant dean of the school of print- 
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Wade Names Two 

Eve Kiely and Robert T. Long 
have joined Geoffrey Wade Ad- 
vertising, Chicago, and have been 
assigned to the Alberto-Culver Co. 
account. The company manufac- 
tures hair preparations. Mrs. Kiely 
was formerly with Earle Ludgin & 


and Arthur Jacobs will be officers|ing management of Carnegie In- 
of the corporation. In October the | stitute of Technology, Pittsburgh 
agency will headquarter at 177 S. 


Beverly Dr., Beverly Hills. 
te ? ior account executive of Ronald’s 
» 5E Advertising Agency and MacLar- 
» y you bet... everywhere? |€D Advertising Co., Montreal, has 
R Y_ - ' Biggest companies come here | been appointed to the sales promo- 
< to mid-America’s fastest- | tion and research staff of CKLW 
moving film studios for crisp, and CKLW-TV, Detroit. 


correct, economical sales and 


Nickell Joins CKLW 


John N. Nickell, formerly a sen- 


training visual a 
- > 

en ates canis au | aylor Switches to BBDO 
under one roof . . . no goofs. Taylor Instrument Companies 
SEND NOW for free “Foto- |Of Canada Ltd., Toronto, has ap- 
Facts” and Kileen “Kutie of | pointed the Toronto office of Bat- 
the Month” ten, Barton, Durstine & Osborn 
kileen studios to handle its advertising. Albert 


235 East Orchard Dept. 114 | Jarvis Ltd., Toronto, is the previ- 
Decatur, IIinois ous agency. 


overwhelmingly dominates its 
home territory and in 20 counties 

of its 4l-county coverage WJAC-TV 
serves 80% to 100% of TV homes. 


 & ENNA. = 


ee 
x 


WJAC-TV 


Here is Pennsylvania's 3rd TV Market. . . with a 

illion TV homes . and WJAC-TV is the key to 
rich and responsive area. On its own “home grounds” 
WIJAC-TV is far out front . . . and, at the same time, over 
this wide 4l-county area, more than half-a-million viewer 
homes follow WJAC-TV three or more days a week. It's 
the efficient, effective, economical way to cover South- 
western Pennsylvania. 


SERVING MILLIONS FROM 
- ATO? THE ALUEGHE 


80 to 100% 


20 to 80% 


Get the full details 
from your KATZ man! 


USEFUL—These handsome, as well as useful, booklets, data sheets 
and quantity-weight calculator are being used in a direct mail 
campaign by Kaiser Aluminum & Chemical Sales, Chicago, to pro- 
mote the use of aluminum stock in manufacturing parts on auto- 
matic screw machines. The campaign is two-pronged, aimed first 
at shop management and machine operators and secondly at in- 
dustrial specifiers and buyers. It also includes insertions in machine 
trade magazines. 


Co., Chicago. Mr. Long was with 
Tatham-Laird, Chicago. 


Ted Bates Names Welch 

Robert L. Welch, formerly pro- 
ducer-writer for Paramount Pic- 
tures, has joined the tv-radio de- 
partment in the Hollywood office 
of Ted Bates & Co. He will work 
on Colgate’s new “Thin Man” se- 
ries (NBC-TV). 


Howell Co. Names Mann 

Howell Co., St. Charles, Ill., has 
named Alan T. Mann Inc., Chica- 
go, to handle its advertising. How- 
ell, a division of Acme Steel Corp., 
manufactures metal dinette and 
occasional furniture. 


Four A’s Revamps 
Standard Rate Cards 
for Print Media 


New York, Aug. 7—Revisions in 
its standard forms of rate cards 
for business publications, general 
magazines, farm publications, and 
daily and weekly newspapers have 
been issued by the American Assn. 
of Advertising Agencies, 

The Four A’s forms have served 
as models since they were first de- 
veloped in 1918, the year after 
the association was established. 
Last revised in 1954, they have 
once more been brought up to 
date. 

The basic difference between 
the new forms and the old is in 
the sequence of items and the 
number of classification headings. 
The new style has the same ar- 
rangement of information as in 
Standard Rate & Data Service list- 
ings. 

This is expected to facilitate 
the preparation of rate cards by 
media. It also is expected to help 
SRDS expedite the announcement 
of changes when new rate cards 
are received from publishers, and 
to help minimize the chance of 
errors. 


® The forms provide publishers 
with a uniform, orderly pattern in 
which to present their rates, me- 
chanical requirements, terms and 
conditions. 

The Four A’s recommends that 
all publishers consider adopting 
the new format the next time they 
issue a new rate card, Advantages 
cited are that the standard forms 
can be used by all types of publi- 
cations; a standard size card is 
easily handled and filed; use of 
the form assures that all informa- 
tion needed by buyers will be pro- 
vided, and it is the authoritative 
source for rate and other informa- 
tion. 

Sample copies are being sent to 
publishers. Additional sets of 
cards may be obtained from the 
Four A’s, 420 Lexington Ave., New 
York 17. # 


Napp, Stuart Join Exide 

Paul P. Napp has joined Exide 
industrial division of Electric Stor- 
age Battery Co., Philadelphia, as 
a market research analyst, and 
George Stuart has joined the divi- 
sion’s advertising department to 
specialize in promotion activities. 
Mr. Napp was formerly with Food 
Fair Stores in a similar capacity; 
Mr. Stuart was assistant advertis- 
ing manager of American Pulley 
Co, 


DeRoze Joins Mosby 
William J. DeRoze, 


Creater 
Ae, 


formerly 


president and director of DeRoze than any other 
& Associates, St. Louis, has been station 
named advertising director of C. V. Vv 

Mosby, St. Louis, publisher of sci- in Texas! 


entific and medical textbooks and 
journals, Ted Sperling, exec vp of 
the DeRoze agency, replaces Mr. 
DeRoze as president and general 
manager. 


Channel 4 Dallas | 


ASK A BRANHAM MAN 


' 
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OF INTEREST TO 
AGENCIES 
MANUFACTURERS 
ADVERTISERS 


T.C.H. 


STORY 


Regarding 
LIVE LOCAL 


Program Networks 


TELEVISION CLEARING HOUSE 


INCORPORATED 


157 West 57 Street New York, N. Y. JUdson 2-6300 
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Scented Newspaper suNNY BROOK 
Ads Smell, but Not 


Good, AdmanSays | 
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New York, Aug. 8—“Newspa- || ° 
pers have been used to wrap gar-| 
bage since the year one. What are 
they trying to do now, sell garbage 
odors to the public?” 

That’s the reaction of a well-|| 
known agency executive, who nec- | 
essarily will have to remain name- | 
less for the time being. But that’s | 
what he said at a luncheon table) «a. 
yesterday on the use of aromatic| <x- 
ink in newspapers by food adver- 
tisers. 

As previously reported (AA, . 
Aug. 5), Canada Dry Ginger Ale | + « g.yenge-rjomusn someny prone soma ees core 
Inc. broke an experimental ad a/| . 
week ago in the Boston Record- | ‘WESTERN’ CAMPAIGN—F rederic Rem- 
American, using a fragrant purple | ington’s paintings are the inspira- 
ink to add fragrance to its visual | tion for a new campaign for Na- 
and verbal appeals for its grape tional Distillers’ Sunny Brook. The 
soda drink. |campaign started Aug. 10 in 570 

, newspapers and on posters in 100 
® This week Fairmont Foods Co., | cities. Lawrence Fertig & Co., New 
Omaha, announced that it will use York, is the agency 
a red ink in a four-column, two- . , 
color ad in the New York Post, | 
Sept. 5, which will carry the aroma | 


of cicaninediie. FTC Hits National 


The ad will feature a picture of | , 
a heap of strawberries piled up be- | Sugar s P ur chase 


hind a Fairmont container, and | 
ill be the first ad ina New York Of GOodchaux Sugars 
Wasuincton, Aug. 9—The Fed- 


newspaper “to combine eye-appeal 
and nose-appeal,” according to the|eral Trade Commission will an- 
agency, Doyle Dane Bernbach Inc.| nounce Monday issuance of an an- 
“What’s the sense in all these |ti-merger complaint against 
scents?” the irritated agency man | National Sugar Refining Co., New 
asked. “The other ads in the edi- | York, for its 1956 purchase of God- 
tion which carries these scented | chaux Sugars Inc., New Orleans. 
ads will all smell the same way, | National, which has distribution 
unless other presses are used. It’s|in 28 states and ranks second in 
an invasion of privacy through the | sales to American Sugar Refining 
olfactory nerve. Co., paid about $14,000,000 last 
“A lot of people, and I’m among | year to acquire Godchaux, which 
them,” he continued, “have a keen sells in 21 states, principally in 
sense of smell. It’s bad enough to| southern and central states. God- 
have to put up with the stenches | chaux ranks seventh nationally in 
and stinks of a modern industrial | sugar sales. 
city ... car fumes, industrial fumes, | 
tobacco fumes, subway stinks, and ® National’s principal trade names 
the gals’ powders, perfumes, lip|are Jack Frost, Quaker and Ar- 
sticks and rouges. If we have to | buckle’s. The New Orleans refin- 
endure a lot of additional synthet-| ery’s brands were Godchaux and 
ic food odors whenever we open a | Raceland. 
newspaper, it’s just too...much.”| TWe defendant is allowed 30 
“But it’s progress,” a colleague days to answer the complaint. A 
suggested. “Something new has|hearing is scheduled Oct. 15 in 
been added to the dimensions of | New York. + 
r.o.p. color.” 


“Rot,” was the answer. “It HOYT MILLER 


stinks.” 
“Just the same, a lot of others, New York, Aug. 8—Hoyt Mil- 
are going to experiment with it.” ler, 74, for many years a vp and 
“When the novelty wears off | director of the New York Times 
you won’t smell it any more,” an- | Co., died of a heart attack yester- 
other member of the group said. day at his home at Kings Point, 
“What about the cost?” some- | BS... . 
body asked. Nobody at the table| Mr. Miller, son of the late 
had any information on that. Charles Ransom | Miller, editor of 
the New York Times for 40 years, 
s At Doyle Dane Bernbach Inc., | Succeeded his father in 1922 as an 
ADVERTISING AGE was told that the | Officer and director of the com- 
advertiser in this instance did not|P@"y- He retired from both posi- 
have to pay any premium beyond | tions in 1955, but remained a sub- 
the regular second-color price for Stantial stockholder. 
the use of scented ink, which the 
advertiser also supplies. |# Born in Brooklyn, Mr. Miller 
The scented ink is made by Fra-| was graduated from Harvard, and 
grance Process Co., New York, | devoted his life to research chem- 
which makes inks in orange, grape,| istry. Interested in color photog- 
strawberry and other aromas. It/raphy, microphotography and ul- 
was also the supplier of the scent- tra-high speed photography, he 
ed ink used for the Canada Dry ad | obtained several patents for de- 
in Boston. | velopments in color film and dyes, 
The scented ink ranges in price | and he devised a process that was 
from $6 to $8 a pound. For the} used for making training films for 
forthcoming Fairmost ad in the|service men in World War II. He 
New York Post the advertiser is|was also a collector of, and an 
using about 100 lbs. at $6, which | authority on, early Greek coins, 
makes the cost of the ad $600) and did research for the American 
above a normal, two-color r.o.p.| Numismatic Society, of which he 
unscented ad. + | was a member. 


eS & oe 


new friends everywhere! 


The smoothest of fine Kentucky bourbons has the 

yO™ taste, the mildness, the quality that will win you too! 

<= 

mec svaname Kentucky Blended Whiskey 
in the traditional round bettie 


Zubrow Gains Account, Staffer) |EWIS HILL 

Dif Corp., Garwood, N.J., maker! s,~ Francisco, Aug. 8—Lewis 
of Dif cleaning products, has | p31], founder of FM Radio Station 
named S. E. Zubrow Co., Phila-| x pFa in Berkeley, was found dead 
delphia, to handle its advertising.|j, his automobile at his summer 
Zubrow has appointed Donald F.| cabin on the Russian River today. 
McCarty to its account service de- A garden hose extended from the 
partment. Mr. McCarty formerly | auto exhaust pipe into the front 
was merchandising manager for) seat and Coroner Vernon Silver- 
the eastern sales division of Joseph | shield said a suicide note was 
Schlitz Brewing Co. | found beside the body. 


(Continued from Page 1) 
brand man system, under which a/| 
man (and at P&G a remarkably | 
young man) is assigned a brand 
which is his sole responsibility 
within the advertising department. 
His job is to make the brand grow, 
and as he succeeds at the job, he 
grows within the company. 
Further, Mr. McElroy was ad- 
vertising manager during the years 
when P&G made contest history 
and moved into what came to be 
regarded as classic P&G media 
strategy: Daytime radio and Sun- 
day supplements. 

Because he set up the brand 
man system, and because P&G 
requires great quantities of bright 
young men to man its diversifying 
and expanding empire at home 
and abroad, Mr. McElroy has been 
close to recruitment, training and 
promotion of promising personnel. 

In fact, ads placed to attract 
young men for P&G’s advertising 
department have mentioned, point- 
edly but politely, that both the 
president and exec vp of Procter 
& Gamble started their company 
careers in the advertising depart- 
ment. 


® Soft-spoken and mild of man- 
ner, Mr. McElroy commanded the 
respect of the legion of advertising 
people who worked around him 
because (1) he has a remarkable 
memory for people, places, costs 
and sales figures; (2) he is very 
quick with ideas (“He may ask 
you to spell out an idea,” says one 
former P&G agency man, “but 
mostly that’s to be sure you have 
the idea yourself. He got it three 
seconds after the conversation be- 
gan.”); (3) he has rare adminis- 
trative skill. He picks people well, 
fits them smoothly into an opera- 
tion, keeps the company fast, fluid 
and free from acrimony; (4) he’s 
approachable and friendly. 

But coupled with these qualities 
is a firm view of what needs to be 
done, how it can be done expe- 
ditiously, and when results should 
appear. “Mac is a _ taskmaster,” 
said an observer. “He wants re- 
sults—he remembers what you 
promised him.” 


® Because P&G is such a dom- 
inant force in Cincinnati’s business 
life, and because P&G has a tra- 
dition of public service for its ex- 
ecutives, Mr. McElroy has been 
deep in civic activities. He was a 
prime mover in the Advertising 
Council, an overseer of Harvard, 
a trustee of the National Indus- 
trial Conference Board, active in 
fund raising for the University of 
Cincinnati, working on the Na- 
tional Citizens Commission for 
Public Schools. It was no secret 
around Cincinnati that he had a 
deep yen for government service, 
although when the word got 
around that he had been tapped 
for the Defense Department (life 
on a bull’s-eye) a low groan swept 
through P&G offices and agencies. 


# On the other hand, the twisted 
problems of the Defense Depart- 
ment and its contending services, 
its well-publicized leaks and its 
ancient conviction that no new 
missile will ever replace a hatchet 
well-wielded, may be in good 
hands. Mr. McElroy knows the se- 
cret of recruiting. He has been 
accustomed to working with young 
men of major responsibility (some 
ulcer-ridden agency men occa- 


sionally have referred to the P&G 


apple-cheeked ad department as| 


P&G's McElroy Becomes First Cabinet 
Member from Advertising’s Top Rank 


department the touch of the aus- 
tere gambler—for P&G has long 
used the phrase in its recruiting 
ads that the men they want must 
be able to “embrace the concept of 
spending money to make money.” 

The ability to use people, to del- 
egate responsibility, to promote 
wisely, to use research skilfully, 
and to gamble with a clear eye on 
the odds may be helpful in the 
Pentagon. 


® Mr. McElroy was born in Berea, 
O., but was reared in Cincinnati, 
where his father was a high 
school teacher of physics. 

The parents were strict Meth- 
odists. To keep their three sons out 
of the pool halls, they bought their 
own pool table. All three sons 
earned extra money working after 
school hours, and Mac was able to 
go to Harvard College on the basis 
of $1,000 he had saved, plus a 
scholarship. 

At Harvard he earned extra 
money playing piano and piccolo 
in a college band which he led. 
His ability at poker also helped 


Successor One of Three 

Speculation about who will suc- 
ceed Neil McElroy as head of 
Procter & Gamble revolves around 
three top P&G execs. They are 
Howard Morgens (who seems out 
in front), W. L. Lingle and Kelley 
Y. Siddall. All three carry a big 
load of responsibility and all three 
report to Mr. McElroy. Mr. Mor- 
gens is in charge of P&G’s U. S. 
business and its competitive suc- 
cess. Mr. Siddall has functioned as 
administrative vp. Both Mr. Mor- 
gens and Mr. Lingle are exec vps. 

Although the P&G board will 
undoubtedly pick Mr. McElroy’s 
successor soon, it is likely that an- 
nouncement of the appointment 
will be withheld until the Senate 
has confirmed Mr. McElroy’s nom- 
ination. # 


him financially during one year of 
his schooling. 

“I did so well one year at Har- 
vard that I had to ask for very lit- 
tle spending money,” he explains. 
However, when he got home at the 
end of the school year and his 
father, who was strongly against 
gambling, asked him how come he 
had needed so little money, this 
source of income was closed off. 

“I figured he was sacrificing a 
lot to put me through school, so I 
agreed to quit playing poker. He 
taught me bridge.” 

Today Mr. McElroy has a repu- 
tation for being as astute at bridge 
as at poker. 


® Of his first job at P&G, Mr. Mc- 
Elroy commented: “I was mail boy. 
That’s where they tell you to open 
and read everybody’s mail. It’s 
one way of finding out what’s go- 
ing on.” 

He went on to a job as door-to- 
door salesman and in 1929 was 
named manager of the promotion 
department. In 1940 he was made 
manager of the advertising and 
promotion department. In 1943, he 
became vp of advertising and in 
1946 vp and general manager. In 
1948, he took over the presidency 
when Richard R. Deupree moved 
up to chairman of the board. 

He had a major hand in shaping 
P&G’s internal brand competition. 
It also fell to his lot to defend, 
under a variety of circumstances, 


Boys Town) and he is a believer P&G’s use of radio “soap operas,” 
in research. Repeatedly he has! which have been witheringly de- 
told reporters and other business | scribed as airborne pap. 

men that research into products | “The problem of improving the 
and markets is the price of sur-| literary tastes of the people is the 
vival in today’s competitive strug- | problem of the schools,” he said on 


gle. What’s more, he brings to the| one occasion. “The people who lis- 


ten to our programs aren’t intel- 
lectuals; they’re ordinary people, 
good people, who win wars for us, 
produce our manufactured prod- 
ucts and grow our food ... and 
they use a lot of soap.” 


= In taking the Secretary of De- 
fense post, Mr. McElroy, like his 
predecessor, takes a large cut in 
salary: the cabinet post pays $25,- 
000. 

His explanation in a newspaper 
interview was: “If a man doesn’t 
try to carry his share of the cit- 
izenship load when the opportu- 
nity presents itself, then he ought 
to keep his mouth shut when 
something goes wrong with the 
way the government is run.” 


s Senate confirmation of Mr. Mc- 
Elroy is not likely to present a 
conflict-of-interest problem, as it 
did with Charles Wilson. Secre- 
tary Wilson made the grade only 
after agreeing most reluctantly to 
dispose of his vast holdings of GM 
stock. 

Mr. McElroy owns 12,000 shares 
of P&G stock, worth nearly $600,- 
000 at the current price. However, 
P&G’s contracts with the Defense 
Department are small by compari- 
son with GM’s defense business. 
Therefore it is entirely possible 
that the nominee will not be forced 
to unload his P&G stock. 

He will have to resign as a di- 
rector of Chrysler Corp. and Gen- 
eral Electric Co. He has agreed to 
dispose of 600 shares of GE stock 
and 200 shares of Chrysler stock. # 


California May Be 
First in Population 
by “70: Census Bureau 


WaAsuHINGTON, Aug. 8—New Cen- 
sus Bureau projections indicate 
that by 1970 California may edge 
ahead of New York as the most 
populous state, with each around 
the 20,000,000 mark. 

The 1950 census showed New 
York far ahead in population, with 
14,800,000 compared with Califor- 
nia’s 10,600,000. Estimates for 1955 
showed the Empire State still en- 
joying a 3,000,000 population edge, 
16,000,000 to 13,000,000. 

The new report, entitled “Il- 
lustrative Projections of the Pop- 
ulation, by States, 1960, 1965, and 
1970,” makes clear that the figures 
are projections based on various 
assumptions, and are not “predic- 
tions.” 

If the highest figures contained 
in the report are attained in 1970, 
California will have a population 
of 20,296,000, just topping New 
York’s 20,023,000. Ohio, fifth in 
population in 1950, will move 
ahead of Illinois into fourth place, 
with Pennsylvania retaining third. 
The bureau warned its figures are 
“subject to relatively large errors” 
but may be used as “rough guides” 
for planning purposes. + 


Anderson Named to New Post 

Bertil E. Anderson has been 
named to the new post of direc- 
tor of advertising and public 
relations of Bliss & Laughlin, Har- 
vey, Ill. Mr. Anderson will con- 
tinue his duties as the company’s 
manager of commercial research, 
a position he has held since join- 
ing the organization in 1955. 


Squibb Names Italian Agency 

The E. R. Squibb division of 
Olin Mathieson Chemical Corp. has 
named Forum Advertising, Rome, 
to handle its advertising in Italy. 
Forum is a new Italian agency, 
formed by an American, Ross Col- 
lins. 


Dare Joins ABN Radio 


Keith G. Dare, formerly a ty 
account executive with Katz 
Agency, advertising representa- 
tive, has joined the American 
Broadcasting Network, New York. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 


6 MONTHS ENDING JUNE 30, 1957 


39,430 cat 


HELP WANTED 


HELP WANTED 


Live the good life as ad man for crack 


ART SALESMAN 


small town newspaper. Work hard, make! The leading producer of photo process 


good money. Five minutes to golf, swim- 


lettering has an excellent opportunity for 


ming and fishing. Several good Midwest|a topnotch man with a graphic arts or 
papers to choose from. Write Bob Mur- | advertising background, who is familiar 


phy, Rural Gravure, 201 
Street, Chicago 6, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St., Ha 7-1991 Chicago 


ADVERTISING ART STUDIO, 


| 


| 


NEW | Marketing Analyst, 


YORK CITY HAS OPENINGS FOR EX-| 


PERIENCED ART SALESMEN. 
COMMISSION, PLAZA 3-9961 

ADVERTISING AND PROMOTIONAL 
SALES MANAGER WITH PROVEN 
ABILITY WANTED BY LARGE NA- 
TIONAL FOOD MANUFACTURING 
COMPANY. REQUIRE THE BEST. SAL- 
ARY COMMENSURATE. CONFIDEN- 


TIAL. 
Box 9800, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 
MIDWESTERN MANAGER to sell adver- 
tising in one of leading automotive trade 
publications. Good starting salary, ex- 
penses and bonus with extras. Head- 
quarters in Chicago. Want man not over 
45, with background of proven success. 
Automotive advertising experience and 
acquaintance with automotive advertisers 
and agencies helpful. Furnish resume of 
experience or contact A. F. Roberts, 
Secy., W. R. C. Smith Publishing Co., 806 
Peachtree St., N.E., Atlanta 8, Ga., TRin- 
ity 4-4462. 
4A Agency wants 3 young free lance re- 
tail and consumer print and radio writers. 
Write 
Box 9795 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

MOLENE 

.—.. Publie Relations 
COPY WEES ...-ccceerrerens Advtg Managers 
Artists ......Media Production ......Service 
“all is grist which comes to our mill” 
Andover 3 4424-105 W. Adams 8t.-Chgo. 3 


Editors 


North Wells | with lettering and type faces. He should 


be between 30 and 40, married, and be 
earning between 8 and 10 thousand dol- 
lars per year. Write; 
Box 9801 ADVERTISING AGE 
200 E. Illinois St., Chicago, Illinois 
Product Research. 
Massachusetts consumer goods 


rge 


HIGH | manufacturer needs an experienced man 


for career job as Senior Analyst in the 
Product Research Division of established 
Marketing Research Department. Mini- 
mum of 5 years marketing research ex- 
perience required with 2-3 years in the 
conduct of product research activities at 
the consumer level. Must be thoroughly 
familiar with consumer survey proce- 
dures and retail store existing activities 
for determining acceptability of new 
products and possible improvement in 
already existing lines. Must be skilled in 
interpretation of data and writing reports 
for management. Some knowledge of sta- 
tistics and supervisory experience essen- 
tial. Salary commensurate with skill and 
experience. Please send resume together 
with salary requirements. 

Box 9799 ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 

EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 

469 E. Ohio St., Chgo. Su 7-2255 

Creative TV Writer-Producer 
Leading 4-A Agency in Southeast with 7- 
figure billing seeks man of executive 
timber, capable of building TV depart- 
ment in future as well as write and pro- 
duce interesting, high sales-producing, 
TV commercials now. This man may as- 
sist creative director, too, in print me- 
dia. $6000-$7200—plus profit-sharing and 
other benefits. Tell us about yourself in 
plete confid ; our staff knows of 


LAYOUT ARTIST - ART DIRECTOR 
If for several years you have been turn- 
ing out high class retail ad layouts for a 

uality department store or specialty 
shop, or for a retail art studio or ad 
agency ... and if you are ready to step 
up into a bigger job with a nationally 
famous men’s clothing manufacturer with 
its own group of coast to coast men’s 
stores ... then you are the man for this 
unusual Chicago opportunity. Write in 
confidence. State education, experience, 
vital statistics and salary requirements. 
Send photo you won't need returned. 

Box 9794 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


An important managership in leading 4-A 
Southeastern advertising agency with 7- 
figure billing opens a high potential ca- 
reer to the right man. This man is “pro” 
with complete grasp of all the production 
processes; his knowledge of type will 
only be exceeded by his good taste in its 
use. He knows a well-organized, system- 
atic production department can contrib- 
ute as much as all our other highly ca- 
pable departments to the success of this 
agency. He can take over now as a one- 
man department with capable traffic gal 
and build the department from there. 
$6,000 to $7,000—plus profit-sharing and 
other benefits. Write freely and in com- 
plete confidence; our staff knows of this 
ad. 


Box 9796 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Walter Lowen 


PLACEMENT AGENCY 


Headquarters an 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives @ Copy @ Art @ Office 
Public Relations 
Please write briefly ovtlining your 
specific experience of personne! needs. 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


this ad. 
Box 9797 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Mlinois 
ADVERTISING ASSISTANT 
Adv. Dept. of large well known mfgr. of 
commercial furniture seeks a young man 
(under 30) to help develop advertising 
and sales promotion programs. Editor-in- 
chief of monthly house organ, creative 
and editorial writing, assisting with spe- 
cial projects. College grad preferred. Ex- 
— opportunity. Michigan Avenue of- 


ces. 
Box 9798 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


POSITION’ WANTED 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
187 N. LASALLE, CHICAGO unos 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


GROUP HEAD 
TV RADIO TIME BUYER 
Chicago 4A agency offers out- 
standing opportunity for ex- 
perienced time buyer. Must 
have diversified network ex- 
perience and ability to super- 
vise group of time buyers. 
Real growth situation. 
Please write fully. Box 719, 
Advertising Age, 200 E. Illi- 
nois St., Chicago 11, Illinois. 


AVAILABLE (18 A TEAM 
Two young men, boih carry experience 
in the graphic arts pilus major compo- 
nents of the advertising field. In our ear- 
lier thirties. Production, advertising, pub- 
lic relations, idea, ma:ket analysis, layout 
and copy. Will relocate in South or Mid- 


west. 
Box 9802 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Here’s Your Ad Mgr. 
Strong versatile background in sales, pro- 
duction, art and cop); both c & 


New Method of 


REPRESENTATIVES WANTED 

Full Color Printing 
With Transparent Inks. Low Cost-Beauti- 
ful Coler-Fast Service. Short run cata- 
logues our speciaity. Skokie Colorgraph, 
Inc., Merton Grove, Ill. ORchard 4-7400— 
Representatives Wanted. 


REPRESENTATIVES AVAILABLE 
MR. PUBLISHER! Are you adequately 
a in Midwest? Consult us, 100% 
effort guaranteed. 

Box 9793 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


industrial. Married, BA, $8,000. 

Box 9807 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

IF YOU WANT GLAMOUR... 
Skip this. If you need pleasant, fairly 
attractive, capable, young-forty-ish wom- 
an in public relations, sales promotion or 
allied fields, or as office or personnel 
manager, let’s talk it over. No straight 
secretarial jobs, please—I belong on the 
other side of the cesk. Prefer Chicago 
but will re-locate. 

Box 9806, ADVERTISING AGE 
200 E. Illinois St., Chicago, Illinois 
ALL "ROUND AD-MAN, 11 yrs. experi- 
ence in sales promotion and all media as 
ad-mgr. large midwest dept. stores. 33, 
family, employed now, but desires broad- 
er opportunities. What have you? Will 


re-locate. 
Box 9805 ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 
TRANSPORTATION ACCT. EXEC. 
Currently acct. exec. on Class 1 railroad 
for 4A agency. Seek similar position in 
which valuable experience will be used. 
15 yrs. b/g in adv. Excellent references! 
Box 9803 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
INDUSTRIAL LAYOUT ARTIST 
With 8 years experience as Technical Il- 
lustrator with Govt. and Commercial 
handbooks—brochures—display designi 


Publishers Representative 
Thoroughly experienced advertising sales 
and publishing. Opening own New York 
office. Want personnally represent few 
successful publications. 
Box 9808 ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
WE RECOMMEND OUR PRODUCTIVE 
SPACE SALES REPRESENTATIVE 
His outstanding record in New York area 
of national publications group includes a 
fresh merchandising approach to adver- 
tising space sales. Write Publisher 
Box 9809 ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


BUSINESS OPPORTUNITIES 


TEST RURAL SUBURBIA IN SANDERS 
10 GENESEE VALLEY PUBLICATIONS 
Geneseo, N.Y.-Special comb. rate covers 
87,000 prosperous people in 4 counties. 
Syndicated advertising publication for 
sale. Tremendous potential. $4000 req. 

Box 9810 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 

Office and manufacturing space attrac- 
tive approximate 1,200 square feet to rent 
in heavy duty building. Additional stor- 
age and manufacturing space available 
5 } apne Street, Watkins 4-0842, New 
or’ 


ad layout—desires change from industrial 
firm to agency. Married, age 36. 

Box 9804 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PROOFREADER 


A needed for well organized medical 
romotion advertising department of 
hiladelphia drug manufacturer. Knowl- 
edge of medical terminology helpful. 
College graduate with some experience 
along with desire for this kind of work 
Send resume. 
Box 711 ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


opportunity in 
CONSUMER 
& MARKET 

RESEARCH 


A fast-growing 4-A agency in 
the South has opening for ca- 
pable man to head up its re- 
search activities. Ability to de- 
sign and supervise trade and 
consumer surveys and interpret 
results essential. Food and drug 
experience preferred. All replies 
treated confidentially. Please 
submit detailed information 
covering education, experience, 
personal data and salary re- 
quirements to 


LILLER, NEAL & BATTLE 
Walton Building 
Atlanta 3, Georgia 


CREATIVE SALESMAN 


Push yom sales curve higher with 
a Business Builder who likes chal- 
lenges! An able self-starter, versed 
n and film, wants an expanse 

portunity. For a personal inter- 
ie write: Box 715, ADVERTISING 
GE, 200 E. Illinois St., Chicago 11, 
Illinois. 


i 
o 
v 
A 


N.Y.C. ADVERTISING ART SERVICE 
$150,000-$175,000 BILLING, DIVERSI- 
FIED ACCOUNTS. DESIRES TO CON- 
SOLIDATE ITS BUSINESS WITH LEAD- 
ING ART SERVICE, FOR MUTUAL 
BENEFIT. 

BOX 716 ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


under 35; a liking for people. 


pendence for the right man. 


PUBLIC RELATIONS — PUBLICITY 


This firm, one of the oldest and largest public relations and pub- 
licity organizations in the nation, has an excellent opportunity for 
a man who can meet the following requirements: 


At least three years (preferably more) of experience in editorial 
department of a metropolitan daily newspaper or press service; age 


This position is part of an expansion program required to help us 
fill the ever-increasing needs of large corporations and trade asso- 
ciations for good public relations counsel. The position offers con- 
tacts with some of the nation’s most successful business leaders. It 
will provide a lifetime of security and eventual financiai inde- 


Please write fully, outlining your newspaper experience and educa- 
tional background, and telling why we might want to hire you. An 
appointment will be arranged at your convenience. 


LAWRENCE H. SELZ ORGANIZATION, INC. 
221 N. LaSalle St., Chicago 1, Ill. 


TODAY'S BEST BETS! 


ADVERTISING MFG. . «+ ++$12,000+- 
B/G in packaged foods or related 
products. Good administrator & co- 
ordinator. 
FIELD MERCHANDISING MGR. $16,000-+- 
Strong history in chain store & super- 
market field. Much travel involved. 
Gee GE bese cccccces $15,000-+- 
For small Midwest agency. B/G in 
consumer & light industrial products. 
Versatile in print Media, Radio T/V 
helpful. 
SR. COPYWRITER 
Solid B/G in foods or related. Print 
and radio-T/V. West Coast» agency. 
For confidential representation, con- 
tact me in confidence. 

GEORGE E. PYLKAS 


Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 


WRITER AVAILABLE 
Free-lance basis. Idea man, ex- 
tremely strong on selling by 
mail. Letters—brochures—cata- 
logs. From creating to mailing. 

JOHN ELLMAN 
8240 TRIPP SKOKIE, ILL. 
ORchard 4-2821 


YOUR CLASSIFIED 
AD HERE 
WILL GET RESULTS 


DEEP-SOUTH AGENCY—ELEVEN YEARS IN 
THE SOUTH’S EXPANDING INDUSTRIAL 
CENTERS—SEEKING TO BROADEN BASE 
OF OPERATIONS—INTERESTED IN NATION- 
AL AFFILIATION—OWNER AVAILABLE IN 
CHICAGO FOR INTERVIEW. 
Box 718, ADVERTISING AGE 

200 E. Illinois Street, Chicage 11, Illinois 


ADV. ART STUDIO 


WANTS TO BUY OR MERGE WITH ME- 
DIUM SIZE STUDIO. INTERESTED ALSO 
IN BUYING ADV. AGENCY. WRITE BOX 
712, ADVERTISING AGE, 200 E. ILLI- 
NOIS STREET, CHICAGO 11, ILLINOIS. 


—O——— 


{ ) 
| DOUG SMITH, INC. | 


A complete placement service 

of Ad men, for Ad men... by an Ad man 

who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


ENGINEER-ACCOUNT EXECUTIVE 

Key position ilable in di sized 
Los Angeles advertising agency. This man 
will make a very good salary plus an 
incentive arrangement. He must have (1) 
an engineering degree (electronics pre- 
ferred) and (2) advertising experience. 

Box 717 ADVERTISING AGE 
IMinois St.,’ Chicago 11, 


200 €. Ilinois 


ADVERTISING ART STUDIO 


Advertising Age, August 12, 1957 


2 Houston Stations 
Seek Radio Ratings 
With Cash Prizes 


(Continued from Page 3) 

is in second place. 

Last week KILT offered a “hid- 
den” $25,000 check to its listeners 
and KNUZ boasted a possible $35,- 
000 in its Lucky Listener contest. 
Ponies and foreign sports cars 
are other attractions offered as 
possible winnings. 


s Fred Nahas, president of KX YZ, 
summed up the network stations’ 
positions as follows: “By fighting 
among themselves the independ- 
ents are doing us a service. They 
are taking all the kids and sending 
us the adults—the people who buy 
the merchandise our advertisers 
sell. 

“The type of rating they are 
fighting over is based on false val- 
ues. We measure our success by the 
dollar-sign of stable, dependable 
and satisfied sponsors.” 

Jack Harris, general manager 
and vice-president of the NBC 
affiliate, KPRC, and station man- 
ager Sam Bennett of KTHT, the 
Mutual affiliate, both said they 
don’t put much stock in radio rat- 
ings. 

Mr. Bennett said, “I simply do 
not believe the Hooper ratings in 
radio. I believe their method is 
unsound, their sampling is not 
large enough and they do not reach 
the right people—the ones who 
buy the merchandise advertised 
on radio.” 

The two independents’ reply has 
been to make frequent statements 
about their standings in the Pulse, 
Nielsen, Hooper or Trendex rat- 
ings. In these standings the inde- 
pendents are making good show- 
ings. They are creating lots of 
listener excitement. # 


U. S. Plywood Reports Sales 

U.S. Plywood Corp., New York, 
has reported net sales of $201,- 
877,889 for the year ended April 
30. Sales for the previous fiscal 
year were $202,832,413. Net profit 
for the new fiscal year was $7,732,- 
432, or $3.24 per common share, 
compared to $10,608,908, or $4.60 a 
common share, for the fiscal year 
ended April 30, 1956. The sales fig- 
ure represents a 7% increase in 
physical volume offset in dollar 
volume by the decline in the basic 
mill price of fir plywood. 


Wachter to Schnur-Appel 

David Wachter has joined 
Schnur-Appel, Union, N.J., de- 
sign consultant, as director of 
product development. He former- 
ly was vp and director of research 
and development of Childhood In- 
terests Inc. 


Our 46th Year 


MEDIA DIRECTOR OPEN 
BRAND MANAGER, consumer 

experience. Early 30's to $10M 
ASST. ADV. MANAGER 

Now AE or Asst. AE to $10M 
ASSOC. EDITOR, trade paper to 7500 
LAYOUT-PRODUCTION. Retail 

fashion, quality hard-sell to $10M 


D MANY MORE! 


GLADER CORPORATION 


WELL STAFFED HEART OF NYC, WANTS 
TO BUY OR MERGE WITH SMALLER ART 
STUDIO. BOX 683, ADVERTISING AGE, 
480 LEXINGTON AVE., NEW YORK 17, 
N.Y. 


ADVERTISING MANAGER 


Nationally known organization, one of 
largest in the field, has excellent oppor- 
tunity for person With creative ability, 
28-35 years of age, experienced in all 
phases of advertising. Candidate must 
be capable of assuming full responsibility 
for all national advertising and collateral 
material. Excellent potential for qualified 
person. In reply please submit complete 
resume, including personal history, edu- 
cation, experience, and salary require- 


220 S. State St. ¢ Chicago « WA 2-4800 


ments 
Box 710 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Don Harris, Dir., Adv. D 


iv. 
110 S. Dearborn CE 6-5353 Chicago 


CARTOONS 


Syndicated panels by America’s favorite 
cartooni For Advertising, House Organs, 
Trade Publications. Samples-prices on request. 
| CARTOONS-OF-THE-MONTH, ROSLYN 2, N.Y. 


| 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 

appointment on 


- MADISON - SUITE 1417 
CHICAGO 2, ILL. 
CEntrel 6- 
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Two Lima Dailies 
Battle Bitterly 
for Survival 


(Continued from Page 2) 


After just one month of life, the 
Citizen has taken the lead in cir- 
culation, local advertising and 
classified advertising over the 
News, which has been beset by a 
Newspaper Guild strike since May 
1 (AA, May 6). 

In the month of July the Citizen 
ran 823,186 lines of local adver- 
tising as compared with 696,920 
lines for the News, and the Citizen 
had 189,112 lines of classified ads 
as compared with 129,626 for the 
News. The Citizen began publica- 
tion July 1 (AA, May 27). 

A circulation audit conducted 
for the Citizen in mid-July dis- 
closed that the newspaper had a 
daily net paid circulation of 24,028, 
and a Sunday circulation of 24,- 
572. 

In a letter to agencies mailed 
last week, the News reported that 
its circulation now was 17,000, and 
that its national advertising rate 
had been dropped from 14¢ to 
ll¢ a line. The News previously 
had cut its national ad rate from 
18¢ to 14¢ on July 1. At the end 
of last March, the News had a daily 
circulation of 35,107 and a Sunday 
circulation of 37,603. 

The News leads the Citizen in 
national and legal advertising. 
During July, the News carried 93,- 
520 lines of national advertising 
and 3,556 lines of legal advertis- 
ing. The Citizen carried 14,168 
lines of national and 910 lines of 
legal advertising during the same 
month. 


= Mr. Current credited the re- 
markable success of the news- 
paper to getting the support re- 
ceived from the entire commu- 
nity. “People here resented the 
theories advanced by Raymond 
Cyrus Hoiles, publisher of the 
News,” Mr. Current told Apver- 
TISING AGE. 

Since the strike at the News 
began last May 1, about 76 staff 
members and 130 carrier boys of 
the newspaper have quit and 
moved over to the Citizen, Mr. 
Current said. 

He told AA that more national 
advertising is being received by 
the Citizen all: the time, and he 
predicted that August’s volume of 
national advertising would triple 
the national advertising linage 
carried in July. 

Mr. Current pointed out that the 
Citizen’s linage figures for July 
are even more impressive when 
compared with those of the News 
because the Citizen is published 
only six days weekly as compared 
with seven for the News. 


s Although conceding that the 
Citizen had made some serious in- 
roads into the News’ advertising 
and circulation, E. R. McDowell, 
general manager of the News, told 
AA that his newspaper is bracing 
itself to meet the competition. “We 
intend to stay in business until 
Lima itself folds,” he said. 

Mr. McDowell said that the 
newspaper has passed the crisis 
and is just starting on an upward 
climb to regain lost ad revenues 
and circulation. Local business 
men, who had advertised in the 
Citizen this past month, are re- 
turning to the News fold, he said. 

“The town is split evenly as to 
which newspaper is preferred,” he 
said. “The newspaper that sur- 
vives here will be the one that 
produces the best product for the 
public.” 

In order to meet the competi- 
tion from the Citizen, Mr. Mc- 
Dowell said, the News has cut its 
national advertising rate from 18¢' 


AN OPEN LETTER 
TO THE CITRUS MARKETING BOARD 
— 


IN THE LIGHT OF THE ABOVE MENTIONED FACTS WE 
ARE COMPELLED TO STATE AND PUBLICLY ACCUSE THE 
CITRUS MARKETING BOARD OF 

. 


AD WAR—Cargal Co. blisters the 
Citrus Marketing Board in this 
“Open Letter” ad. 


to 11¢ a line; started a mail shop- 
per three weeks ago which has a 
32,000 circulation; cut its local ad- 
vertising rate from $1.55 to $1.05 
an inch; cut its classified and 
legal advertising rates, and re- 
funded 25% on local advertising 
in many cases. 

He told AA that the News’ ad- 
vertising revenues and linage for 
July are about 50% lower than for 
July, 1956, and he conceded that 
the newspaper’s circulation also 
had been cut in half since May 1. 
The News strike is still going on 
and no progress has been made in 
settling it, he said. 


= The News had been the only 
newspaper in this city for the past 
25 years until the Citizen was 
born. Mr. Hoiles, who publishes 
the Freedom Newspapers (ten 
small dailies, located mainly in 
Texas and California), bought the 
News in February, 1956. # 


Calkin Leaves Guenther, Brown 
to Join Savage as A.E. 

Freeman B. Calkin has resigned 
as a vp and principal of Guenther, 
Brown, Berne, Calkin & Withen- 
bury, Cincinnati, to join William 

Savage & Co., 

= Cincinnati, as an 

a account execu- 

*™ tive. Moving with 

Mr. Calkin from 

Guenther, Brown 

to Savage are the 

following ac- 

counts: Clauss 

Cutlery Co. and 

Crown Rubber 

= Co., Fremont, O., 

Meier’s Wine 

Freeman 8. Collin ters, Silver- 

ton, O., Burgoyne Grocery & Drug 

Index, Cincinnati, and several lo- 

cal accounts. Mr. Calkin also will 

head a sales management advisory 
service for Savage. 

Guenther, Brown, Berne, Calkin 
& Withenbury was formed in Octo- 
ber, 1956, by the merger of two 
Cincinnati agencies—Guenther, 
Brown & Berne and Calkin & With- 
enbury (AA, Oct. 15, ’56). 


Hearst Lists Top 17 Agencies 

The Hearst Advertising Service 
has completed an agency study of 
national linage placed in.Los An- 
geles metropolitan papers last 
year. The study lists 17 agencies 
which placed more than 100,000 
lines of national business. J. W. 
Raymond Advertising was first 
among the 100,000 Line Club mem- 
‘bers. 


Ad Campaign 
Wins Hassle for 
Israel Box Maker 


(Continued from Page 3) 

the form of open letters from its 
dynamic president, Sam Dubiner, 
onetime Toronto newsboy, world 
yo-yo king and Canadian war con- 
tractor. The majority of ads, how- 
ever, involved interpretation of 
technical points in the comparison 
of cartons with boxes. 


8 While some Israelis feel that 
Mr. Dubiner is moving too fast for 
this small country, many are de- 
lighted to see someone big enough 
and daring enough to attack en- 
trenched interests without turning 
to protektzia (pull) or going into 
partnership with the opposition. 

Cargal’s fight is a reflection of 
its president. Mr. Dubiner, a prod- 
uct of a Toronto slum, was chief 
of a newspaper delivery crew when 
he was 11 years old; at 16, he 
headed a 300-man sales promotion 
group; he went into the business 
of exhibiting and selling trick yo- 
yos, touring Canada and the world 
with a team of Filipino aces; he 
manufactured a rubber ball-bat 
game; he opened America’s first 
airplane kit factory, in Chicago; 
during World War II he went into 
the tool and die business, becom- 
ing one of Canada’s leading war 
contractors; after the war he be- 
came a supporter of the Jewish 
underground in Palestine, and af- 
ter the establishment of the Israeli 
state he moved his operations 
here. 


# In addition to Cargal, his Is- 
raeli investments include the Je- 
rusalem Pencil Co., a leading ad- 
vertiser in Israel; an aluminum 
pipe plant; a wire meshing com- 
pany, and a die and plastic plant. 
By 1958 he will have in operation 
a 5,000-ton brass and bronze hot 
rolling mill, and a plant for the 
manufacture of sodium silicate 
from Holy Land sand. Mr. Du- 
biner is also a large citrus grove 
owner and is organizing a plan to 
ship canned grapefruit sections— 
this, too, is meeting opposition 
from the Citrus Marketing Board. 

Cargal advertising is handled by 
one of the few Israeli admen with 
an eastern background. He is the 
young Aziz Aslan of the Zurah 
Agency, Tel Aviv, who was edu- 
cated at the American University 
in Beirut, and emigrated to Is- 
rael from his native Iraq. The 25- 
year-old Zurah Agency also han- 
dles the giant trading organization, 
Hamashbir Hamerkazi, and Is- 
rael-made Amcor refrigerators 
and Amron radio and electronics 
products. # 


Chicago Show Printing Elects 
Robert Leander President 

Robert J. Leander has been 
named president 
of Chicago Show 
Printing Co., suc- 
ceeding his fa- 
ther, Russell J. 
Leander, who 
continues as a 
director of the 
company. The 
new president 
has been with the 
company since 
1949, the past 
two years as vp 
and general manager. 


Wilson Joins Hearst 

Donald R. Wilson will resign as 
president of Oglethorpe University, 
Atlanta, on Sept. 1 to join Hearst 
Newspapers in an executive ca- 
pacity. His first assignment will 
be as assistant to the publisher of 
the Times-Union, Albany, N.Y. 


Robert J. Leander 


*Tobacco 
Advertisers 
prefer The 
Times above 
ALL other 
Los Angeles 
metropolitan 
newspapers. 


(In the first 6 months of ‘57 
The Times led in 95 of Media 
Records’ 114 classifications.) 


The advertising blend that sells tobacco 
in Los Angeles has The Times as its 
principal ingredient. Circulation domin- 
ance helps make The Times this area’s 
most effective influence for sales. 


LOS ANGELES 


TIMES 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 
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Diet Pill Ads 
Hard to Thwart, 
House Unit Told 


(Continued from Page 1) 


disappeared completely” since 1944, 
when FDA won a major court vic- 
tory in a case against a thyroid 
preparation. But he said that in 
their place have come “relatively 
safe but falsely advertised prod- 
ucts” which are difficult to regu- 
late. 

Pointing out that FDA lacks ju- 
risdiction over advertising claims, 
Mr. Larrick said he was “not hap- 
py” about current labeling of 
weight reducing preparations, but 
that recent court decisions make 
enforcement of strict standards 
difficult. 

Commissioner Sigurd Anderson 
of the Federal Trade Commission 
said that since 1920 FTC has in- 
vestigated the advertising of 245 
weight reducing preparations. He 
added that a shortage of funds and 
scientific personnel hampered FTC 
in its efforts to police the weight 
pill field. 


s A Cincinnati physician, Dr. Leon 
Hirsh, complained that he is often 
misquoted in advertising for re- 
ducing preparations. He wrote cer- 
tain articles some 18 years ago 
which have been used in “flagrant, 
untrue advertising” suggesting he 
approves the products. 

Dr. Hirsch insisted that “there is 
no such thing as no-diet reducing 
as advertised by these promot- 
ers.” # 


MacManus, Yambert Merge 

The Ralph Yambert Organiza- 
tion, Los Angeles, has combined 
operations with the Los Angeles 
office of MacManus, John & 
Adams. The Yambert agency 
billed about $400,000 last year. 
Robert Guggenheim Jr. will con- 
tinue as manager. Mr. Yambert be- 
comes a member of the MacManus, 
John staff. 


Heinz Advances Collier 


Louis A. Collier, formerly sales) 


branch manager, has been pro- 
moted to sales promotion manager 
for grocery products in the mar- 
keting division of H. J. Heinz Co., 
Pittsburgh. He succeeds Robert P. 
Raylor, recently named regional 
manager of the company’s middle 


Atlantic sales region. Mr. Collier) 


joined Heinz in 1938. 


Gutmann to Daniel & Charles 


| 


LeBlanc 
Pistoni 


Milauskas 
Kendall 


ELECTED—New officers of the Art Directors Club of Boston are pic- 

tured here. They are Lee Pistoni, Kenyon & Eckhardt, president; 

Paul Kendall, Lenscraft, vp; Lee LeBlanc, Arnold & Co., secretary, 
and Frank Milauskas, Culver Advertising, treasurer. 


Consumer Saving 


Is Top Economic 
Problem: Slichter 


(Continued from Page 1) 


set the rise in prices, so that Amer- 
icans actually consumed a smaller 
physical volume of goods in the 
second quarter than in the first.” 


® Prof. Slichter suggested that 
“many consumers are evidently 
paying off old debts while waiting 
for industry to offer better goods 
at more attractive prices.” 

The job of stimulating increased 
spending—“and thus ending the 
| present stagnation of the economy” 
p> “obviously not one that the 
government can do,” he added. 
“Only business firms can persuade 
| people to spend a larger proportion 
|of their incomes. 

“But the fact that the American 


Mrs. Bernice Gutmann, formerly economy has made virtually no 
media directar of Dorland Inc., | progress in increasing production 


| 


has joined Daniel & Charles, New for over six months shows that the 


York, as media director. 


No. 1 economic problem of the 


PATHOS—The drawing power of contests is illustrated by this entry 
in a Kelvinator “Count the Treasure” contest held by Stadelman’s 
Furniture, Monroe, Mich. The sad situation here was sketched by 


Mrs. Evelyn Sheets, Monroe, who dreams of an automatic dryer. 


country is not inflation—it is the 
problem of restoring expansion to 
the economy by persuading indi- 
viduals to increase their spending, 
thereby creating markets for a 
larger volume of production.” # 


BBDO Shakes Up 
Hit Parade Group, 
Sets New Campaign 


(Continued from Page 1) 
the Digest’s publication of an ar- 
ticle which declared that filters 
offer little health protection and, 
in some cases, expose a smoker to 
more tar and nicotine than plain 
tips. The agency dropped the $1,- 
250,000 Digest account because of 
conflict of interest with American 
Tobacco, which billed $15,000,000 
in 1956 (AA, July 22). 


®# In the tobacco industry the con- 
sensus is that Hit Parade filters 
have not come up to sales expec- 
tations. American Tobacco report- 
edly has spent about $10,000,000 
on the brand in the past few 
months. The new cigaret was in- 
troduced last fall with heavy 
newspaper, Magazine, radio, tv 
and car card advertising support. 

Now extra impetus will be given 
the brand with the introduction of 
the new crush-proof box. The 
company says that it is the first 
time in recent years that distribu- 
tion of a new cigaret package will 
have been achieved nationwide at 
one time, instead >f one section of 
the country at a t)me. # 


Research Companies Merge 

Western Resear:h Institute, San 
Francisco, has me:ged with Broad- 
view Research Co. of Burlingame, 
Cal., and Washi: gton, D.C. The 
San Francisco company will be- 
come the Western Research divi- 
sion of Broadview, with offices at 
483 Pine St. Hal Dunleavy, former 
head of Western, will be in charge 
of the new division. 


Marshall & Coch Moves 

Marshall & Coch, New York 
agency founded in January, has 
moved to larger quarters at 373 
Fifth Ave. 


‘Petroleum Processing 
Folds: ‘Unprofitable,’ 
McGraw-Hill Reports 


New York, Aug. 8—Petroleum 
Processing will suspend publica- 
tion with its September issue. The 
magazine is being discontinued, 
McGraw-Hill said, “because it is 
no longer profitable.” 

Positions with other McGraw- 
Hill publications will be found for 
everybody on the staff who wants 
to stay with the company, the 
company said. 

Petroleum Processing was found- 
ed in 1937 by the National Petro- 
leum Publishing Co., Cleveland, 
which was acquired by McGraw- 
Hill Publishing Co. in 1953. All of 
the other publications then bought 
(National Petroleum News, Platt’s 
Oil-Gram News Report, Platt’s 
Oil-Law-Gram, Platt’s Oilgram 
Price Report and the TBA Direc- 
tory & Buyer’s Guide) were con- 
tinued by McGraw-Hill. 


@ In addition, McGraw-Hill in 
1955 brought out a new paper, 
Petroleum Week. No change, other 
than the suspension of Petroleum 
Processing, is contemplated among 
the company’s oil publications, the 
company said. 

Kenneth W. McKinley, adver- 
tising manager of the suspending 
paper, will become advertising 
manager of McGraw-Hill’s new 
tabloid Purchasing Week, which 
will bow Jan. 6 (AA, July 29). 

For some time people in the oil 
industry have been commenting 
that the field is served by too 
many publications. In recent years 
the chemical processing publica- 
tions have been making heavy in- 
roads into the petroleum field, and 
several of these papers are owned 
by McGraw-Hill. 


‘ELECTRONICS’ TO 
BECOME A WEEKLY 


New York, Aug. 8—Electronics, 
a McGraw-Hill magazine, will be 
published weekly starting Jan. 1, 
1958. Issued as a monthly for 26 
years, Electronics changed its 
schedule to three issues a month 
at the start of 1957, with one en- 
gineering issue and two business 
issues. 

As a result of field studies, it 
was found that subscribers pre- 
ferred a weekly issue because of 
rapidly changing developments in 
the field, the company says. As a 
weekly, Electronics will alternate 
between engineering and business 
issues. 


Friedman Leaves C6W 

Lester A. Friedman has resigned 
as a vp and copy director of the 
San Francisco office of Cunning- 
ham & Walsh. Mr. Friedman’s fu- 
ture plans have not been an- 
nounced, and the agency has not 
appointed his successor. 


ROBERT D. AMES, retail ad manager 
of the Herald and Republic, Ya- 
|kima, Wash., since 1955, has been 


named national ad manager of the 
newspaper. He succeeds William 
Toy, who has been named ad di- 
| rector of the Derrick, Oil City, Pa. 
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SATELLITE—An 18%” diameter il- 

luminated revolving globe is being 

offered to taverns by Joseph 

Schlitz Brewing Co. in its Schlitz- 
light campaign. 


Six Magazines 
Increase Rates 


(Continued from Page 1) 
four-color remains at $560. 

Life, whose circulation base re- 
mains at 6,000,000, beginning with 
the Feb. 3 issue will increase its 
rates approximately 4%, with a 
b&w page moving from $25,275 to 
$26,275 and four-color from $37,975 
to $39,500. Life’s newsstand single 
copy price will go from 20¢ to 25¢ 
with the Oct. 7 issue. 


® True, beginning with the No- 
vember issue, will advance its rates 
about 17.5%, with b&w moving 
from $7,175 to $8,435 and four- 
color from $10,060 to $11,825. 
True’s guarantee, now at 2,050,000, 
will be up approximately 10% to 
2,250,000. Advertisers already on 
the books or orders placed before 
the November card closing date of 
Aug. 16, will be allowed to place 
advertising at the current rates 
through the January, 1958, issue. 
The Fisherman, whose rate base 
of 300,000 will be converted to a 
325,000 guarantee effective with 
the January issue, will also raise its 
rates, with b&w up 33% from 
$1,500 to $2,000 and four-color up 
47% from $1,900 to $2,800. 
Beginning with the Jan. 1 is- 
sue, Vogue, whose circulation base 
will be up 5.7% to 370,000, will 
raise its b&w page rate 5.6% from 
$3,600 to $3,800 and four-color 
5.9% from $5,100 to $5,400. # 


Edsel Set to Bow Sept. 4 

The 1958 Edsel car line, Ford 
Motor Co.’s new entry in the me- 
dium price field, will be intro- 
duced in approximately 1,200 
dealer showrooms across. the 
country on Wednesday, Sept. 4. 
Henry Ford II, president of Ford 
Motor, said the company will 
have more than 20,000 Edsels in 
dealers’ hands for display and 
sale on Sept. 4. He said more 
than three years and $250,000,- 
000 have gone into the styling, 
engineering and testing of the 
new car. 


Vision,’ ‘Visao’ Boost Rates 
Vision, Latin American bi-week- 
ly, and Visao, Brazilian weekly, 
have announced higher circulation 
guarantees and increased adver- 
tising rates for 1958. Vision will 
deliver a circulation of 112,000 and 
is advancing its b&w rates 12% 


,and its color rates 15%. The one- 


time b&w page rate will be $1,440. 
Visao promises a 50,000 circulation, 
with rates up 10%. The one-time 
b&w page rate will be $655. 
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Postal Rate Bill 
Passage Delayed 
by Other Business 


Wasuincton, Aug. 9—It looked 
for a while today like the House 
would pass the postal rate increase 
bill today, but as ADVERTISING AGE 
went to press the scheduled pas- 
sage of the bill was postponed un- 
til Monday or Tuesday of next 
week. 

Postponement of the bill’s pas- 
sage became necessary when other 
legislation consumed more time 
than expected. 

An open rule allowing floor 
amendments and two hours of de- 
bate had been granted earlier this 
week, thus breaking the stalemate 
that had existed since the rate bill 
was approved last May by the 
House post office committee. 


= Some Washington observers pre- 
dict that postal officials will try to 
tie the rate bill onto some other 
non-postal legislation when it is 
submitted to the Senate. By doing 
this, they point out, they could by- 
pass the Senate post office com- 
mittee. 

However, Democratic leaders 
plan to oppose any such maneuver, 
and chances are that the Senate 
post office committee will start 
hearings on the bill shortly after 
the House passes its version. 

There is a strong possibility that 
the bill may be combined in the 
Senate with a postal pay hike bill. 
The pay hike bill calls for an $1,- 
800 raise for all postal workers, but 
sponsors say they will settle for a 
$526 raise for each employe. This 
latter raise would add about $225,- 
000,000 to postal operating costs. 


= Whether or not the Senate will 
eventually pass the postal rate bill 
is still a matter of speculation, and 
will be determined by what hap- 
pens on civil rights. Present plans 
call for adjournment in 15 days 
(by Aug. 24), which would leave 
too little time. 

This year’s postal rate bill situa- 
tion is almost identical with last 
year’s, when the House delayed 
passage until so late that the Sen- 
ate adjourned before acting on the 
bill. The one important difference 
this year, however, is that the same 
Congress will take up the bill when 
it reconvenes. Last time a new 
Congress came in, so the bill had 
to make its run through the House 
all over again; this time it will 
pick up where it most likely will 
leave off, in the lap of the Sen- 
ate. # 


‘Media/scope’ Takes Ads; 
Appoints to Sales Statf 

Media/scope, new monthly pub- 
lished by Standard Rate & Data 
Service, Evanston, IIll., will begin 
accepting advertising with its Oc- 
tober, 1957, issue, based on $690 
for a b&w page. The publication 
also has appointed John B. Bird- 
sall, formerly with Cramer-Kras- 
selt Co. and Paulson-Gerlach & As- 
sociates, promotion manager. Don 
Harway & Co., Los Angeles, has 
been named West Coast advertis- 
ing representative. 

Media/scope has appointed three 
men to its sales staff. They 
are William B. Birdsall, formerly 
with Hearst Advertising Service, 
western advertising manager in 
Evanston; Theodore B. Breskin, 
previously with Recorder Printing 
& Publishing Co., district manag- 
er in Evanston, and Len Giar- 
raputo, formerly with Hockaday 
Associates, district manager in 
New York. 


Last Minute News Flashes 


Bernard Davis Acquires Mercury Publications 

New York, Aug. 9—Bernard G. Davis, who resigned last month as 
president of Ziff-Davis Publishing Co., has acquired Mercury Pub- 
lications Inc. and will publish “Ellery Queen Mystery Magazine,” a 
monthly with 123,000 circulation. Mr. Davis said he plans to accept 
advertising in the magazine shortly. Other titles of the Mercury 
company, including “Fantasy Science Fiction” and “Mercury Mystery 
Book Magazine,” have been returned by Mr. Davis to Joseph W. Fur- 
man, from whom he purchased the corporation. Mr. Davis said he 
plans to announce acquisition shortly of other magazine companies. 


Irvin Hoff Expected to Join Warner-Lambert 


New York, Aug. 9—Irvin W. Hoff, who resigned last week as mar- 
keting manager of the toilet articles division of Colgate-Palmolive Co. 
(AA, Aug. 5), is expected to join Warner-Lambert Pharmaceutical 
Co. Sept. 2. Mr. Hoff was with Colgate for eight years, serving as ad- 
vertising manager until the recent reorganization of the company. 


Gordon Joins Donahue & Coe in Media Post 


New York, Aug. 9—Daniel M. Gordon, formerly in charge of media 
research at Ruthrauff & Ryan, will join Donahue & Coe Aug. 19 to di- 
rect that agency’s media planning and buying. Mr. Gordon is a former 
president of Media Buyers Assn., a director of Audit Bureau of Cir- 
culations, chairman of the American Assn. of Advertising Agencies’ 
newspaper committee and a member of its media relations committee. 


Pharmaceuticals’ Purchase of Williams Nearly Set 
New York, Aug. 9—Final approval of the sale of J. B. Williams Co. 
to Pharmaceuticals Inc. (AA, July 29) is expected by next Wednesday 


or Thursday, or at the latest by Aug. 28, the day Pharmaceuticals’ 
offer expires. 


Calkins & Holden Gets Jaguar on West Coast 


Los ANGELES, Aug. 9—Charles H. Hornburg Jr. Inc., West Coast dis- 
tributor of Jaguar automobiles, has appointed Calkins & Holden to 
handle its advertising in Southern California, Arizona, Southern Ne- 
vada and Hawaii. Cunningham & Walsh handles Jaguar nationally. 


Century Electric Names Marsteller, Rickard 


Sr. Louis, Aug. 9—Century Electric Co., manufacturer of electric 
motors and generators, has named Marsteller, Rickard, Gebhardt & 
Reed, Chicago, to handle its advertising, effective Nov. 1. Oakleigh R. 
French & Associates, St. Louis, is the present agency. 


Revlon Shifting to More Print This Fall 


New York, Aug. 9—Revlon Inc., which thinks it’s been “top heavy” 
in tv lately, plans a much heavier print budget this fall. The news- 
paper budget next year will be about $2,500,000, nearly twice the pre- 
sent allotment, and magazines will get another estimated $2,500,000. 
Revion’s total 1957 budget is expected to be about $16,000,000. 


Purex Boosts ‘Shopping Spree’ Contest 

Soutn Gate, CaL., Aug. 9—Purex Corp., maker of Sweetheart soap, 
Blue Dutch Cleanser, Trend, and other household cleaning products, 
will launch a six-week shopping spree contest Aug. 15, with a variety 
of prizes. Entrants will have to write a 25-word. explanation of why 
they like to buy Purex products at a specific store, and accompany the 
explanation with two wrappers or box tops from any Purex product. 
Ads break Aug. 18 in independent Sunday supplements and Metro 
Sunday Comics Group, followed by The American Weekly, Life, Pa- 
rade and This Week Magazine, and run through Sept. 30. Spot tv and 
two network tv shows, “Festival of Stars” and “Perry Mason,” also 


will be used. Edward H. Weiss & Co., Chicago, is the agency for the 
contest. 


General Foods Tests Orange ‘Instant,’ Tang 

BaTTLe CREEK, Micu., Aug. 9—General Foods Corp.’s Post division 
will introduce in selected test markets next month a new instant, an 
orange-flavored breakfast beverage called Tang, a powder which 
mixes quickly in cold water. Packed in 7-oz. and 14-oz. jars, the prod- 
uct can be pantry-stored and used as required. The small jar will 
make 12 individual 4-oz. servings. Plans for national distribution have 
not been completed, and the company will not release details on test 
marketing. But newspapers and local tv spots will be used in the Mid- 
west. Young & Rubicam is the agency. 


Elliot-Smith Joins Colgate-Palmolive | 


New York, Aug. 9—Paul Elliot-Smith, formerly with Chatham 
Pharmaceutical Co., Newark, and General Foods Corp., White Plains, 


has been appointed product manager of Colgate-Palmolive’s toilet ar- 
ticles division. 


Regal Pale Appoints Heintz; Other Late News 

e Heintz & Co. Inc. has been named agency for Regal Pale Brewing 
Co., San Francisco. The $1,700,000 a year account was resigned June 
4 by Guild, Bascom & Bonfigli (see story on Page 2). 


e The National Broadcasting Co., which has not had a regular radio 
affiliate in Pittsburgh since Westinghouse’s KDKA left the network 
in June, 1956, has bought Pittsburgh stations WJAS and WJAS-FM 
from Pittsburgh Radio Supply House Inc. This acquisition, which is 
subject to the usual FCC approval, will give NBC seven am stations— 
the maximum permitted under FCC regulations. 


e Thomas A. Edison Inc., West Orange, N.J., a subsidiary of McGraw- 
Edison Co., has reappointed Gaynor Colman Prentis & Varley, New 
York. The account was last with Conti Advertising, Ridgewood, N.J. 
Gaynor Colman previously handled the account in 1954. 


e Norwich Pharmacal Co., Norwich, N.Y., has named Foote, Cone & 
Belding to handle advertising for two new proprietaries. Names of 
the new products were not announced. 
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MORE THAN WHOLE-—This ad for Tioni’s new Adorn Self-Styling hair 

spray, according to North Advertising, gets the same effect as a 

spread by combining fractional space units. Actual space covered: 

one and two-tenths pages. Package illustration in columns one and 

two on right are in two colors. Campaign breaks in The American 

Weekly, the Metro Group and independent newspaper sections 
Aug. 18. (See story on Page 69.) 


NBP Wants Service, 
Not Low Rates, It Says 


Wasuincton, D. C., Aug. 9—! 
HR 7910, a measure passed by the 
House of Representatives and now 
before the Senate postal commit- 
tee, carries a provision inserted by | 
Sen. Olin Johnston (D., S. C.),| 
chairman of the committee, which 
would make second class service 
available to controlled circulation 
business papers. 


s National Business Publications, 
which has sponsored this change, 
has emphasized the fact that it has 
no reference to rates paid by con- 
trolled publications, which fall in 
either third or fourth class for rate 
purposes, depending on weight. 
R. L. Putman, president of the 
Putman Publishing Co., Chicago, 
who heads the NBP legislation 
subcommittee for controlled pub- 
lications, said that the only purpose 
of the change is to improve serv- 
ice and expedite delivery of con- 
trolled magazines. 

The Post Office agreed to accept 
the change because of the admin- 
istrative problem involved in sep- 
arating publications which are un- 
der and over 8 oz. Those 8 oz. and 
under pay the third class rate, 
while heavier books fall into 
fourth class. Variations in weight 
often change the classification of 
individual publications from issue 
to issue. 


= It is contended in some quarters 
that present postal regulations 
provide that controlled circulation 
publications get the same handling 
as those entered at second class. In 
practice, the controlled group says, 
this is not the case. Second class 
publications have complained fre- 
quently of late that the service 
given them is far below former 
standards. # 


Anheuser-Busch Reports Sales, 
Earnings Up in Ist Six Months 

Anheuser-Busch, St. Louis, has 
reported increases in net sales, 
beer sales volume and earnings 
during the first six months of 
1957 as compared with the same 
period last year. Net sales for the 
first six months of this year were 
$111,580,299, an increase of 5.6% 
over the $105,705,379 in sales for 
the same period a year ago. Earn- 
ings for the first half of 1957 
were $5,694,252, or $1.18 per share, 
compared with first-half 1956 
earnings of $5,351,444, or $1.11 per 
share after giving effect to last- 
i first-out adjustment made in 
56. 

Anheuser-Busch beer sales vol- 
ume for the first half of ’57 was 


3,009,792 bbls., an increase of 
4.7% over the 1956 first half beer 
sales of 2,873,303 bbls. 


Brunswick-Balke, 
MacGregor Officials 
Hold Merger Talks 


CINCINNATI, Aug. 8—Officials of 
the Brunswick-B a 1k e-Collender 
Co., Chicago, and MacGregor Sport 
Products Inc. here began prelim- 
inary talks this week concerning 
the possibility of merging the two 
companies. 

A final decision is not expected 
to be reached for several weeks. 
If the merger is completed, Mac- 
Gregor will be operated as a sub- 
sidiary of Brunswick, but the Mac- 
Gregor name and organization will 
remain intact. 


® MacGregor is rated as the third 
largest sporting goods company in 
the U.S., ranking behind Wilson 
Sporting Goods and A. G. Spal- 
ding. Although sales figures are not 
made public, MacGregor’s earn- 
ings in 1956 amounted to more 
than $500,000. The company man- 
ufactures golf, tennis and other 
sports equipment. 

Brunswick-Balke-C ollender 
manufactures billiard and bowling 
equipment and school equipment. 
The company had sales last year 
of $51,437,258 and earnings of $3,- 
364,390. Brunswick’s advertising is 
handled by McCann-Erickson; Hu- 
go Wagenseil & Associates is the 
agency for MacGregor. # 


Sears Names Thomas Barnes 
to Top Promotion Post 
Thomas L. Barnes, formerly su- 


pervisor of the kitchens depart- 
ment of Sears, Roebuck & Co., 


Chicago, has been 
named national 
retail sales pro- 
motion and ad- 
vertising manag- 
er of Sears. He 
replaces Hugh L. 
Ray, who has 
been transferred 
to the sporting 
goods and lug- 
gage merchandis- 
ing department 
where he will be- 
come supervisor upon the retire- 
ment of H. B. Van Valkenburg. 
John W. Ingold, formerly retail 
sales manager of the plumbing and 
heating department, has been ap- 
pointed supervisor of the kitchens 
department. 


Thomas Barnes 


Silknit Lid. Appoints Brooks 

Silknit Ltd., Toronto, has ap- 
pointed Brooks Advertising Ltd., 
Toronto, to handle all its product 
divisions—Silknit lingerie, Lova- 
ble brassieres, Catalina swimsuits, 
Almanac Knitting Mills Ltd. 
Snuggledown and Lady Berkleigh 
sleepwear. Tandy Advertising 
Agency, Toronto, formerly han- 
dled the account. 
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American Type Founders Seeks Collateral 
Services, Switches Account to Fred Wittner 


(Continued from Page 2) 
Rickard, Gebhardt & Reed and 
Fred Wittner Advertising. 

Each agency made its presen- 
tation at the ATF office to a com- 
mittee of three, consisting of 
W. W. Fisher, company president, 
D. G. Manly, general sales man- 
ager, and Mr. Greig. 


@ The presentations varied, Mr. 
Greig said, “from a very informal 
chat to a formal slide film type of 
presentation.” 

After the 


presentations had 


ART GALLERY QUALITY 

35mm COLOR SLIDE DUPLICATES 
Reproduced from your own positive color 
transparencies of any size up to 4” x 5” 
9', cents each (stereo duplicates 17 cents 
each). Write for samples and information 
on our free test run offer 

WORLD IN COLOR PRODUCTIONS 
Box 392-Ag Elmira, New York 


been made Mr. Greig drew up a 
comparison chart covering the 
major points for each agency, par- 
ticularly its approach to industrial 
marketing problems; its facilities 
for handling collateral services 
such as product literature, direct 
mail, and sales promotion; its 
knowledge of and experience in 
typography; the size and experi- 
ence of its art and production 
staffs; its business paper billings, 
and its method of traffic control 
of jobs in the shop. 

When the committee met to 
make its decision, each member 
wrote on a piece of paper his rec- 
ommendation. Each voted for the 
Wittner agency. 


s Fred Wittner personally made 
‘the presentation for his agency, 
|Mr. Greig said. “It was a purely 
informal oral presentation, but he 
presented examples of work done 


for various clients. He gave ed 
facts and figures and told us the} 
stories behind particular ads and | 
campaigns that were impressive. | 
He discussed our basic marketing | 
problems and outlined how he} 
thought we could make full use} 
of all the tools of advertising and 
sales promotion to reach commer- 
cial printers, who are our main 
customers and prospects.” 

Asked to explain what the agen- 
cy change means with respect to 
ATF’s future advertising, Mr. 
Greig said, “It means the Wittner 
agency will handle all of the com- 
pany’s publication advertising in 
addition to product literature and 
much of the collateral material 
formerly handled by the advertis- 
ing department.” 


s ATF uses between 30 and 40 
business papers. These will be 
continued. It will increase its 
product literature, direct mail and 
sales promotion output materially, 
Mr. Greig said. 

In addition, ATF will publish 


Income is UP for Kansas farmers 


USDA Reports Cash Receipts from Farm Marketings 
(Jan.-May 1957) ... 


13 MILLION DOLLARS OVER 1956 


. . . for the same period 


NOW ... Kansas farmers have 
RAIN — CROPS — MONEY 


Vso 


ANSAS FARMER 


STATE FARM PAPER FOR KANSAS ~~ 


HAROLD G. SHELTON has been named 

director of marketing of the dye- 

stuff & chemical division of Gen- 

eral Aniline & Film Corp., New 

York, He has been sales manager 

for the company’s Antara chemi- 
cals since 1945. 


a quarterly house organ starting 
next January. While this will be 
handled by the company’s adver- 
tising department, the Wittner 
agency will assist in getting it out. 
A new equipment catalog also will 
be brought out for the sheet-fed 
press division, the first since 1948. 

ATF’s advertising budget is ap- 
proximately $300,000 a year, Mr. 
Greig said. This will be increased 
about 10%, he said, in the next 
fiscal year, which starts Sept. 1. 


s While the company has three 
divisions (the sheet-fed press, web 
press, and type divisions), adver- 
tising for each is handled by the 
advertising department. About 
60% of the ad budget is used by 
the sheet-fed press division, 21% 
by the web press division and 
19% by the type division. 

As a result of making the agen- 
cy change, Mr. Greig said, the 
company’s advertising program 
has been clarified and brought 
into better focus. Moreover, as a 
result of the president’s partici- 
pation, management’s appreciation 
of advertising as an integral part 
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Avaiiabilities, EDWARD PETRY & CO. 
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of the company’s marketing struc- 
ture substantially increased. 

Starting in September, the same 
committee that selected the new 
agency, with some additions, will 
|meet monthly to discuss advertis- 
ing and marketing problems and 
\to work out future plans. Mr. 
| Fisher, because of his increased 
linterest in the advertising prob- 
lems of the company, asked to sit 
in on the meetings regularly, Mr. 
Greig said. 


s Asked about the presentations 
made by other agencies, Mr. Greig 
said the committee felt “in some 
instances there was over-emphasis 
on personalities. In other cases 
there was too much emphasis on 
design and typography, withcut 
proper attention to marketing 
problems involved. And there were 
also too many pre-conceived no- 
tions about what would be ac- 
ceptable, and too much Madison 
Ave. and not enough down-to- 
earth marketing talk.” 

Under the arrangement with 
the new agency, Mr. Greig said, it 
will receive 15% commission on 
business paper advertising, and an 
hourly creative fee for any col- 
lateral material that it works on, 
plus the usual 15% on production 
costs. 

Each agency that made a pre- 
sentation, he said, had its own sys- 
tem of charging for collateral ma- 
terial. “A uniform system to cover 
collateral work,” he said, “would 
benefit advertisers and agencies 
alike. Then everybody would know 
the basis for figuring on a job 
and have something to work on. 
Some of the agencies we inter- 
viewed were willing to handle 
collateral work but would farm it 
out. We didn’t want that. We can 
do that ourselves.” 


s Mr. Greig, whose full name is 
James Rodney, but who signs him- 
self Rod, has been advertising 
manager of ATF for the past two 
years. Born in Philadelphia, he 
was graduated in 1940 from the 
Charles Morris Price School of Ad- 
vertising (which is run by the 
Poor Richard Club of Philadel- 
phia) and then spent the next five 
and a half years overseas with the 
Air Force. 

After the war he joined the 
Hutchins Advertising Co., Roches- 
ter, N.Y., and in 1946 became 
jadvertising manager of the Oluf 
Mikkelsen Co., New York, marine 
distributor. In 1949 he joined his 
father’s printing business, the Mod- 
ern Press, Hammondsport, N.Y. But 
|after three years as a printer, Rod 
| Greig decided he wanted to re- 
jturn to advertising. So he joined 
|Comstock & Co., Buffalo, as an as- 
|sistant account executive. In ’55 
he joined ATF as an assistant ad- 
|vertising manager and was made 
jadvertising manager in April, 
1956. He is a type and printing 
expert and can set type by hand. 


Telestar Opens Regional 
Offices; Adds to Staff 

Raymond L. Hamilton, formerly 
of Flamingo Films, tv film pro- 
ducer-distributor, has been named 
general manager of Telestar Films, 
New York, new tv film producer- 
|distributor. President of Telestar 
is former exec vp of Flamingo, Sy 
Weintraub. 

Other Flamingo salesmen have 
been named to head Telestar of- 
ifices in five cities. Named were 
| Ken Rowswell, Dallas; Charles 
| McGregor, Chicago; Ken Israel, 
| Pittsburgh; Julian Ludwig, Los 
| Angeles, and Bill McDonald, At- 
lanta. Wallace H. Lancton, former- 
ly with Bernard L. Schubert Pro- 
| ductions, will head the Teiestar 
|New England division. 


|Knapp Joins Campbell-Ewald 
| Robert Knapp, formerly vp in 
|charge of radio and tv of R. Jack 
| Scott Inc., Chicago, has joined the 
| Detroit office of Campbell-Ewald 
iCo. 
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*it you wont the full story we will be glad to sit in @ meeting with you—or to air mail the details upon receipt of your request. 
> dora eee. FS MOOSE ‘MAGAZINE | ihe 


Se 


* Are “You Qualified To Sit 
In This Plans Meeting . 


potential customer and his degree of interest in the medium; how his attention can be gained most 


The primary consideration in all advertising planning must be based upon qualified analysis of the } 
‘ effectively through his own interests—then influenced favorably toward the product—and converted to sales. 


In discussing the reasons why this audience represents one of the demonstrated friendly and responsive groups 
(for most products) . . . the in-the-know advertising man will tell you the MOOSE Magazine reader is an 
intensely-interested-reader because the entire editorial content of his Magazine is confined to the reader’s own 


MOOSE-Interest activities . . . human interest activities such as MOOSEHEART “The Moose Child City” with 
nearly eight hundred dependent orphan MOOSE children . . . who have more than “one million MOOSE Mothers 


.and Fathers” . . . He will tell you, too, about such MOOSE activities as MOOSEHAVEN, the MOOSE Old 


Folks Home at MOOSEHAVEN, Florida . . . MOOSE Sports and the Bee-Hive of MOOSE Club activities that 
induce nearly 16,000,000 “visits” to the 1,755 MOOSE Lodges annually. All these MOOSE activities are 
featured. editorially only in MOOSE Magazine. The sustained high degree of reader-interest in these editorial 
pages provides prospect-interest in a highly receptive editorial “climate”. Each member of the MOOSE Family 
Fraternity pays for his subscription to his MOOSE Magazine. Because the entire circulation is through-the- 
mails you blanket the entire market seme oe over 6,000,000 people, MOOSE and their families, with every 
issue enabling you to gain repeated-sales. pact throughout this friendly and responsive audience. 


Note This: Ad Manager, Sales Manager, Account Man and Space Buyer— 


Take A Look At This Record... it has been growing continuously since (910 


@ CIGARETTES — CIGARS — TO- @ SEER—WHISKEY—WINE .. . In 
BACCO . . . Among the more addition to the huge home con- 
20" LEE thee con See © suming market, our MOOSE Clubs 

purchase nearly $35,000,000 annually 

in Liquor, Beer and Wines. (We 
can tell you how the Brands rate, 


@ HOME APPLIANCES . . . DO-IT- 
YOURSELF . . . With over 709,650 
Home Owners, here are some of 
the items MOOSE will purchase 
during the next 12 months : 
nearly 50,000 Refrigerators ew 
nearly 50,000 Air Conditioners . . . 


know!) too—in both Markets!) nearly 30,000 Stoves. 
Ra OA8 — Ol — ACCES- @ DIRECT-REPLY OFFERS . 91.2% Purchase 
® Sontes “With over 760,950 toe the pact 12 montis MOOSE tems . . . WHY NOT YOURS? 
» hing — ig My AN a oes Vv © Cub ond 
s, ON, Tires, A a O- e 
ste, to on Billion ‘Mites = te oe te es oe @ Food P Home Building 
annually . . . (We can tell you the indicating the responsiveness @ Insurance Modernization 
and which make of cars o- v) — @ Household Products 
MOOSE Drive) — and how “The of MOOSE Magazine readers. items © Proprietaries 
MOOSE Car ner Brand Switch Advertisers tell us “MOOSE is es @ YOUR 
is on™ for makes one of the 3 Best direct-reply : b and PRODUCTS 
purchase this year. magazines a Home Products 


oe im 8 St ee owe ane ai ag pT gt om Benth. me hy vOSEE ‘se 


*Client and Agency Are Discussing Their Sales Program... ‘The Measurable Results Produced 
This Year and the Potential For Next Year... From The MOOSE Club and Family-Home Markets’’ 
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Here Are A Few Of The Facts These 
in-The-Know Sales Minded Execu- 


na. Mae 8 


Bt 


x 


MAH 


tives Are Talking About... 


Rate Yourself 10 Points For 
Each Sales-Fact You Know . . 


FACT: The recently completed MOOSE Market Survey 
is the most definitive readership study ever made to give 
a clear and comprehensive picture of these important 
MOOSE Markets. It demonstrates that 99.6% of the total 
yy Audience read MOOSE Magazine regularly and 
8% endorse MOOSE Magazine editorial pages “‘as is”’ 
naa There sre 1,755 MOOSE Lodges located th 
out the United States and Canada having a me ip 
os Men plus 251,000 Ladies who are 
‘ pt . « « Combined member- 
ship over 1,106,000 Men and Women. 
Pace: MOOSE oo aag Buy over $35,000,000.00 annually 
vertens — © yp ‘ood, Ts, Ls a to 
th 000,000 *‘Lodge- Visi by our 
MOOSE Families out "Friends. 
FACT: 89.1@ are Married, have families that average 
nearly 4 youngsters per family! (Way above national 


FACT: 83.1% reside in their own oceee a one 
——. with Do-It- 


If and other home products. (Way Sieees national 


FACT: Average occupational income in excess of 
$6,000.00 annually. (Way above national average.) 


Pag: Gooupastensitg over 400,000 MOOSE are Skilled 


ftsmen ; Do-It-Yourself Market); 119,000 
are Retail a (what a Trade Market); 1.000 are 
en. es wyers, Accountan' ete. 
rohase-able . . 855,000 substantial —— =e of 

the | MOOBE. 


FACT: BS op os © ee eee aby 
car accessories rehases uired 
qs om ° ” Bilton miles ies annually a po 

. « Spark Plugs . ete. 
all Reged Emerg. bination of Mi i] 
covers this multi-billion dollar friendly (to our ad 


ver: 
tisers) market .. . All available at one of the best Ad 
rates in the entire National Magazine 


Magazine. 
FACT: MOOSE Magacine can help you sell this Club 
and Home Market. through special cooperation . . . pro- 


BN. to your own sales organization and to the 1,755 
— Club secretaries-buyers. We have been doing 


iy for many . and current for 
isers. Why not for you? ad 


——%/, - Check Your in - The - Know Rating 
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